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The amazing transistor . no largerthan a match 
head, yet opening up electronic miracles 
never before dreamed possible. So minute, 
so exacting, it truly takes a quality touch to 
devise such an engineering masterpiece. 

The quality measure of today's better radio 
and television stations requires no 
microscopic examination ... it can be felt, not 
only through audience reaction, but in 
advertiser product association. 
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The Original Station Representative 



Transistor made by TEXAS INSTRUMENTS INC., DA 




TELEVISION b X 



RADIO 



abc/nbc 



DALLAS 



Serving trie greater DALLAS-FORT WORTH market 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 



patra made things happen on the Nile 



and 




WPEN 

RADIO 
MAKES 

THINGS 
HAPPEN 
IN 

PHILADELPHIA 

WPEN is the only station in Philadelphia 
broadcasting Signal 95 — exciting on-the- 
spot tape recordings of traffic violators by 
police officers who are wired for sound. 
The actual conversations . . . the actuali 
e x c u s e s . . . t h e actual arguments! 
In Public Interest. .In Sales.. And In 
Exciting Listening WPEN Makes Things 
Happen In Philadelphia. 




Represented nationally by GILL-PERNA 

New York • San Francisco • Los Angeles 
Chicago • Boston • Detroit • Atlanta 

CONSOLIDATED SUN RAY STATIONS 

WPEN. Philadelphia . . . WSAI, Cincinnati , , . WALT, Tcmpa± 



MORE 



for y° ur 
dollar 




on 

Nashville's 



WSIXTV 

Your BEST BUY 
On Cost Per J,000 

WSIX-IV gives you . . . 

• MAXIMUM TOWER HEIGHT 

.049 ft obove seo level . . none 

• let permitted in this areo by CAA. 

• MAXIMUM POWER 

316.000 powerful wotts 
uimum — permitted by FCC 

• MAXIMUM EFFICIENCY 

M * u • overoge and low cost per 

• ousand make WSlX TV your most 
efficient boy m the rich Middle Tennes- 
ice, Southern Kentucky. Northern Alo- 
bama TVA area 



CHECK THESE 



FACTS: 



v' TV HOMES - 370.700 

v' Population - 1.965.500 

v' Effective Buying 

Income - J2.1 55.868,000 

✓ Reto.l Soles J1. 585.308. 000 

Source Ir p* \ on Mogoiin* 
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EVERLASTINGLY AT IT! 

Serve or sink! Things are just that simple in any 
competitive television market. At WHO-TV we stay 
everlastingly at the job of serving. 

There are more than 270,000 television homes in the 
area served by WHO-TV (see chart below). WHO-TV 
spares no effort or money to bring this big audience the 
•very finest programming and talent. Our studios are 
equipped with the finest production and transmission 
equipment available. Our film library* is stocked to the 
■"teeth" with award-winning properties. 

And WHO-TV has a steadily growing audience. For 
example, NSI shows WHO-TVs "Early Show" (4 p.m.- 
6:05 p.m.) delivered 12,680 more viewers per quarter 
hour in February, I960 than in November, 1959. 

Ask PGW for the details on WHO-TV and the 
growing Central Iowa television market. 



•MGM Package ★ WARNER BROTHERS "Vanguard" 
"Showcase Package" ★ NTA "Dream," "Champagne," 
"Lion" * SCREEN GEMS "Sweet 65" ★ HOLLYWOOD 
TELEVISION SERVICE "Constellation" ★ M and A ALEX- 
ANDER "Imperial Prestige" * PARAMOUNT LIBRARY 
and others. 





t 

Population 


Net 
Income 
($000) 


Retail 
Soles 
($000) 


Food 
($000) 


Auto- 
motive 
($000) 


Drugs 
($000) 


WHO-TV 
COVERAGE 
AREA 


1,227.400 


$2,094,294 


$1 ,540,375 


$325,412 


$269,757 


$43,823 


IOWA 


2,747,300 


4,696,007 


3,464,099 


717,261 


596,958 


99,774 


WHO-TV 
PERCENT 
OF TOTAL 


44% 


44% 


45% 


45% 


47% 


43% ; 



tSoime: SRDS 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio, Des Moines 
WOC-TV, Davenport 



WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHQffTV 

A 




4? 



WHO-TV 

Channel 13 • Des Moines 

NBC Affiliate 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc., National Representatives 
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wmca 



PRO kii.k! ! 



I Ruth Meyer 




■ It was summer in Kansas City, 
Kansas, and the year was 1949. Ruth 
Meyer, ace sports reporter for the home 
town weekly was in love with an out- 
fielder on the K. C Blues and everything 
looked just fine until Floyd got fired. Dis- 
enchanted w ith a guy who couldn't get to 
first base, Ruth gave back the ring, 
turned in her press pass and joined local 
KCKN as script writer, music picker and 
copy chief. The outfield's loss was radio's 
gain for in 1954. Ruth Meyer was ap- 
pointed continuity and promotional di- 
rector for Storz Station WHB in Kansas 
City, Missouri. And in 1958. not quite as 
w ide-eyed as fiction would have it, Ruth 
arrived in New York and set up shop at 
WMGM. It only took three months for 
WMCA and RM to meet and fall head 
over heels and the marriage has lasted. 
Still able to define the infield fly rule in 
twenty-five words, Ruth Meyer is pos- 
sibly the most athletic Production Direc- 
tor in town, switch hitting on music- 
programming and on-air promotion. 



A M Radio Sa'et 



Jack Maa'a & Co, lnc 



Radio Preaa Internal 



wmca 




NEWSMAKER 

of the week 



The J. Walter Thompson tradition of daring in nac media 
combined with a quiet conservatism of tone trill be carried 
on by Mormon H. Strouse, the agency's next chief executive 
officer. Strouse succeeds Stanley Resor, icho relinquishes ac- 
tive leadership of the agency after some 44 years as its head. 

The newsmaker: Norman H. Strouse joined J. Walter 
Thompson in the late 1920's, became president of the agency in 1955 
when Stanley Resor relinquished that post, and now becomes J. 
Walter Thompson's chief executive officer. 

Resor chose Strouse as his successor, and the descent of agency 
headship from one man to the other reflects a continuity of ideas 
about and attitudes toward advertising. 

Those who recall Resor's willingness to go fully into new media — 
television, before that radio, and 
even earlier, women's magazines — 
will realize that courage was never 
lacking in J. Walter Thompson's 
leadership no matter how conser- 
vative its voice and manner have 
been. 

Strouse. as a claimant to the 
JWT throne in recent years, was 
not identified with any New York 
dynasty. To the contrary, he rose 
in the agency in the Pacific and in 
Detroit. After joining the agency 
in the later 1920's in San Fran- 
cisco, he rose to become assistant Pacific Coast manager when the 
war intervened in 1942. 

After the war. Strouse became account executive for Ford, was 
elected a v. p. in 1947. and became a director of the agency and De- 
troit office manager in 1949. Six \ears later the presidency of the 
agenc\ was his too. when Resor decided to give it up. 

The d urability of Resor's leadership of the agency is. of course, 
remarkable. In 1908, some 52 years ago. he joined the agencv in 
Cincinnati. Then in 1916, James Walter Thompson, the founder, sold 
the agency to Resor and Charles Raymond, who retired shortlv after- 
wards. Resor, who is now 81. was connected with the agencv for two 
decades before Strouse. now 53. joined the agencv in 1929. 

The stock held by Resor will now be acquired bv the J. Walter 
Thompson profit-sharing trust. The agency's long-standing policv is 
that only active personnel in the company should hold its stock. 
Resor will continue on as chairman of the agency, and first vice-chair- 
men Henry C. Flower. Jr., and Samuel W. Meek, will also retain 
their posts. ^ 



Xorman H. Strouse 
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NEWSMAKER STATION of the WEEK 

WTIX appoints EASTMAN 



In 1803 Thomas Jefferson made history 
with the "LOUISIANA PURCHASE"... 



Now YOU can make sales history with the 
modern "LOUISIANA PURCHASE" 



NEW ORLEANS, LA. 



POWER: 5000 watts on 690 kc 

PULSE: #1 IN 39 OF 48-% HOURS ["imSF] 

PROVEN SALES RESULTS 



See your EAST/man 
for details 



i 



WTIX-THE STORZ STATION 





robert e. eastman & co., 



inc. 



representing major radio stations 



NEW YORK: 



CHICAGO: 



SAN FRANCISCO: 



527 Madison Avenue 333 N. Michigan Ave. Russ Bldg. 
New York 22, N. Y. Chicago, Illinois San Francisco, Cal. 
PLaza 9-7760 Financial 6-7640 YUkon 2-9760 



DALLAS: 

211 North Ervay Bldg. 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: LOS ANGELES: DETROIT: 

Syndicate Trust Bldg. Taft Building Book Building 

915 Olive St. 1680 N. Vine St. Detroit, Mich. 

St. Louis, Missouri Hollywood, Cal. WOodward 5-5457 

CEntral 1-6055 Hollywood 4-7276 
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In Roanoke in '60 
the Selling Signal 

is Seven... 

Wig-wagging will get you 
Ttowhere, but your selling message 
on WDBJ-TV will go into aver 
400,000 homes in Virginia, N. 
Carolina and W. Va. . . a rich 
ond growing Television Market of 
nearly 2,000,000 people. 

Ychj can sell like sixty on seven. 
In Roonoke, seven is WDBJ-TV . . . 
best in sight, day or night, for higher 
ratings at lower cost. Your only 
station in this area offering CBS 
network shows — plus superior local 
programming, plus hard-hitting 
merchandising assistance. 

ASK YOUR PGW COIONEI 
FOR CURRENT AVAILABILITIES 

WDBJTV 

Roanoke, Virginia 
Wm 



£UVE LAND ? BOSTON 

NS 



NO, THIS IS "KNOE-LAND 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

l'M|>iil.iimn 1,520.100 Drug Sales 

Ili.iiv-htikU 423,600 Automotive Sales 

( onviuirr N|irndal>le Income General Merchandise 

SI.Tril.lfi9.000 Total Retail Sales 
1'xh\ SjIcs $ SOn.486.0O0 

KNOE-TV AVERAGES 79.1% SHARE OF AUDIENCE 

According to March 1960 ARB we average 79.1% share of audience from 
9 a m. to midnight, 7 days a week. 



$ 40.355.000 
$ 299339.000 
S 148.789.000 
$1,286,255,000 



KNOE-TV 

Channel 8 
Monroe, I onisutn 



/ Inlirnat n / /**» *r i 
il» t*n S tkt*~n A nft I* n j 
bmjrrf tk* Stngl* Sir / 
pr u inff mull wmll bmpg. 



n in f I hm in 

rr m h t produc g 
P urinff mi k 



CBS . ABC 
A James A. Noe Station 
Represented by 
H-R Television, Inc. 

Bnstrap, Louisiana, including ttca af 
» ' I'ty bleached papers and container 
art j ; and the Bag Pak Divuion, 
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(AND WESTERN, NEVADA) 



RADIO 




New dining hall, University of Nevada, Reno, Nevada 



You're really in the money when you 
talk to Nevadans and Californians via 
Beeline radio. For example, around the 
metropolitan Reno area — home base 
of KOH — total retail sales exceed 
those in the metropolitan Galveston 
(Texas) area and the metropolitan Al- 
toona (Pa.) area, both with larger pop- 
ulations.* 

Reno is the educational, financial, 
manufacturing, distribution, medical 
and transportation center of most of 



Northern and Central Nevada, North- 
eastern California and Southern Oregon. 

The most effective way to beam your 
radio message into the thriving Reno 
market is on KOH, The Beeline station 
in Reno. 

As a group, Beeline stations give you 
more radio homes than any combination 
of competitive stations ... at by far 
the lowest cost per thousand. (Nielsen 
& SR&D) 

•Sales Management's 1959 Survey of Buying Power 




I O BfNO 
KFBK 0 Sacramento 

>\ \ 

KBEE O MODESTO 

KMJ o F«ESNO. 

^ \ 

KERN ° BAKEBSFIEIO 




jUteClodbdUAi J3/U>fe(ca4tM«6 CohcJdoavu 



SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Statistics are like icebergs. The numbers you see may 
be impressive, but it is often the footnote hidden below 
that carries the most weight. 

Consider the next network trade ad you see. Examine 
closely the figures that support the headline's claim. 

Arc they based on less than half of all the nation's 
television families, or do they represent a true measure 
of nat' >n\vide audiences? ( We count the whole country- 
sec foot otc. 

Do the statistics simply reflect an isolated week or 



two, or do they span a longer, more meaningful period? 
(We embrace the ichole season— see footnote.) 

Do the numbers in big type report "total audience" 
ratings, which include all viewers who dip in and out of 
any program? Or are they "average-minute audiences," 
which more accurately measure how many television 
homes were tuned to your commercials? (Our viewers 
stay put— see footnote.) 

Do the boundaries of "nighttime and daytime" in- 
clude the full schedule of sponsored programs, or are 



NATIONWIDE NTI AA REPt 
NIGHT:M0N-SUN6-11PN 




some time periods left out, foreshortening either night 
or day? (We tvork the longest hoars— see footnote.) 

When you do look into our footnotes, you will find 
that by all the measures that really count the CBS 
Television Network again this season broadcast the 
most popular program schedule in all television, with 
...the g reatest ni gh ttime audiences : 167> larger than 
the second network and 17% larger than the third 
■ . . the largest daytime audien ces : 20 % larger than the 
second network and 65% larger than the thh-d 



.. .more of the most popu lar ni g httime pro grams than 
the other two networks combined : 4 of the top 5, 6 of 
the top 10, and 11 of the top 20 

. .. mo re of the most popular daytime pro grams than the 
other two networks combined : 3 of the top 5, 7 of the top 
10, and 12 of the top 20 

Which explains why advertisers, who can be counted 
on to read the fine print, continued to commit more of 
their budgets to the CBS Television Network than to 
any other single advertising medium. 



CTSOCTI/59-MAYIi;60 
; DAY: MON - FRI 7 AM - 6 PM 



man, that WSUN RADIO 
is strictly from 
SQUARESVILLE! 



I ii i in I' ii mi' it s 
■win re l.iki there •> in 

n ll \« 'IIHIH MTC 1111 in 

.11 iioinuvrs iiinic ol tin 
i r.i/\ -in n\, UimiUs .111(1 nil 
tli.it ( nil ninv Ami tlic 
iiiimi doesn't eoni<' nn 
w itli .i < r.lsh .mil rc.illy rock 
miii I inein D.id. if > < > 1 1 
ujnt to !«• shook . . like 
n .ills r.ittlcil . . don't 
listen tn 

RADIO 

62 



WSUN 




BUT. .. 

If you want to reach the solid, 
I mean the really solid, like 
buyers . . . 

"SUNNY" is the 

2 ADULT 
WESTERN 
STATION* 



*UKE 
WEST FLORIDA, 
MAN! 




NO. I in adult listener- 
sliip 21 hours a day! And 
W'Sl'N delivers yon the 
r.impu-St Petersburg 
Market nt the lowest cost 
l»-r tlmiisnml mliilt 
fisfrrw rs! 



0 KC 



TAMPA ST PETERSBURG 




Noll. Up: VENARD. RINIOUl & McCONNEU 
S.E R«p : JAMES S AYfcRS 



by John E. McMillm 




Commercial 
commentary 



The $22 Billion Challenge 

Last week, at the Yacht Lounge of the Barbi- 
/.on-Plaza a New York rooftop with a fine "on- 
a-clear-da) -you-can-see-the-Catskills" vista — the 
Television Bureau of Advertising threw a small 
hut. to me, highly thought-provoking luncheon. 

The meeting itself was a kind of view-from- 
the-mountaintop affair and centered on TvB's 
plans for expanding retail tv advertising. 

Howard Abrahams, the Bureau's savvy retailing chief, outlined the 
TvB programs that are being built to capture more department and 
specialty store dollars. (See page 42.) 

President Norman (Pete) Cash explained the business and eco- 
nomic forecasts (mainly McCann-Erickson Marplan projections) on 
which TvB is basing its grand strategy for the '60's. 

According to Pete, the total volume of American advertising is 
expected to rise from the $11 billion level of 1959 to $22 billion 
by 1970. 

Of this, national advertising will account for $12 billion and retail, 
which the experts expect to increase at an even faster rate, will hit 
S10 billion. 

TvB has set its total national and local target at $5 billion of tv 
advertising by 1970 ($3 billion by 1965) or better than a 300% 
increase over 1959 in the next 10 years. The Abrahams' plans for 
retail and TvB's other plans for national are focused on these goals. 

All in all it was an impressive explanation and left me more than 
ever convinced that, in the TvB and RAB, broadcasting has two of 
the hottest, most aggressive sales development organizations which 
any industry has ever known. 

But — and this is what bothers me — I wonder if other sections of 
our business aren't dragging their duffs behind these two hard-hitting 
sales teams? 

Our real dreamers and visionaries 
Specifically, I wonder why no one in the industry has dared to 

set radio and tv programing goals for 1970 which are comparable 

with these exalted sales objectives? 
Think about it for a minute. 

Can you remember, in the past 12 months, a single industry 
leader who has suggested that radio/tv programs should be at least 
300% better by 1970? 

Can you recall any constructive plan designed to make program- 
ing three times as interesting, three times as entertaining, three times 
as important and valuable in the next 10 years? 

I can't. And yet, since programing is the heart of our business, 
why shouldn't we have this? Why should we expect to triple our 
share of a $22 billion kitty without tripling our contributions? 
{Please turn to page 14) 
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CHANNEL 

I m m 



According to preliminary 1960 Census Bureau figures, just released, the combined 
populations of 18 states and the District of Columbia 



Alaska 

Arizona 

Colorado 

Delaware 

Hawaii 

Idaho 



Maine 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Mexico 



North Dakota 
Rhode Island 
South Dakota 
Utah 
Vermont 
Wyoming 



total 15,000,000 persons- 



equal to the total number of persons in Metropolitan New York's 17 counties, prime cov- 
erage area of WABC-TV, Channel 7. 



FACT: Since 1950, the total population of these 18 states and the District of 
Columbia has increased 19%. 



FACT: Since 1950, the Metropolitan New York television market has increased 
300%. 



FACT: Since 1950, WABC-TV's average audience has increased 822%. 



FACT: And, according to a special analysis, prepared by A. C. Nielsen (Feb. 1960), 
one WABC-TV advertiser's campaign of nine spots a week, nighttime only, 
reached 98.9% of the television families in this area within a four-week 
period and reached them an average of 7.1 times. 

WABC-TV matches this booming market by growing faster every day. .. not only during 
the past ten years. . . but right at this moment. And now watch what happens this fall 
when Channel 7 continues the powerful programming of "The Untouchables," "77 
Sunset Strip," "Hawaiian Eye," "Alcoa Presents," "The Rifleman," "The Detectives" 
and "The Real McCoys"— with the addition of such exciting shows as "Hong Kong," 
NCAA Football and American Football League, "The Naked City," "Winston Churchill's 
Memoirs," "Surfside 6," "Saturday Night Fights" and "The Flintstones," among others. 

So, ijf tfou utcutt yawi pAocLuctl amtma tUoiv coutttetL — a*uL 

eo*mii*ta — ike ilium il cleat. 

WABC-TV CHANNEL 7 

Flagship Station Q ABC Television Network 

THE MOST ENJOYABLE SIGHT IN TOWN 
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Commercial commentary {tont. from P . 12) 



} 



CHANNEL 



TOP COVBE^Gg 

horAff> hawising 

, BONDS COVERAGE 



Sometimes 1 think that the only real visionaries in our business 
are the scientists, and salesmen, and financial experts. 

Our scientists dream dreams, as General Sarnoff disclosed in his 
RTES speech last spring. His talk about the future of color, panel- 
thin receivers, 'round the world tv, and an increase in broadcast 
channels was an expression of pure scientific idealism. 

Our salesmen and marketing experts set seemingly impossihle 
goals and fight their hearts out to achieve them. 

But what the heck has happened to our programing people and to 
the concern of broadcast management with programing? At the 
NAB Convention in Chicago last April, not a single important session 
was devoted to the all-important subject of programing. And I 
wonder if this is right. 

Let's not sit on our status quo 

1 certainly don't agree with the doom and gloom prophecies of 
such critics as John Crosby and, more recently George Rosen of 
Variety. 

1 don't believe the industry is going to hell in a handbasket or 
that pay tv will eventually steamroller us into oblivion. 

But 1 do think that the events of the past year have tended to 
throw all of us on the defensive about radio/tv programing. 

Faced with a stabbing need to justify what we're now doing, we've 
fallen into some stodgy status quo thinking, about programs, which 
we wouldn't tolerate in any other phase of our industry. 

All of us are proud of tv's explosion into a Sl 1 /^ billion business in 
just 13 jears. But we'd cut the throat of any pessimist who suggested 
that SIV2 billion represents the limit of our sales potential. 

All of us can be proud of the industry's many great programing 
accomplishments. But none of us, in our right minds, think that 
radio and tv have yet reached more than a fraction of our program 
potentials. And I'm speaking here not of public service or highbrow 
fare, but of the standard elements — drama, music, comedy, personal- 
ity, news, controversy and panel shows. 

How can we get better programs by 1970? 

The job is not one for outsiders — for eggheads or soreheads or 
do-gooders or long hairs or solemn committees of earnest public- 
spirited citizens. It belongs to us. 

Most of the men who will be ruling the destinies of radio and tv in 
1970 are in the industry today. 

Most of them, I suspect, are now in their middle or late 30's. Most 
are working right now at networks or stations around the country. 

Those who have real leadership potentials are already mature and 
experienced enough to understand the complexities and realities of 
operating a mass medium. 

None are yet too old, too tired, too jaded or too cynical to feel the 
excitement and the challenge which our industry provides. 

I think it's about time we began hearing from some of these young 
lions about their programing ideas. 

As I understand the TvB and McCann economic predictions, 
there'll be a lot of money available for advertising in the next 
decade. But radio and tv will be fighting, with programs, for the 
attention of a far better educated, far more spohisticated population 
than we have today. And we'll be facing far tougher competition. 

How about it kids? What'll you do for us tomorrow? ^ 
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WNAX 
FARM SERVICE 
PERSONNEL 




Rex Messersmith 
Farm Service Director 




George B. Cerman 
Inquiring Farm Reporter 
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WNAX-570 TO SPONSOR 1960 
NATIONAL PLOWING CONTEST 



Lyle Hansen 
Associate Farm Service 
Director 



WNAX, in co-operation with the Sioux Falls Cham- 
ber of Commerce and the South Dakota Association 
of Soil Conservation Districts, will sponsor the 1960 
Soil Conservation Field Days and National Plowing 
Contest beginning September 21st. 
Over 100,000 people are expected to visit the con- 
test site during the three days of this big national 
event. 

Already farm machinery and farm-related proJuct 
manufacturers have contracted for the major portion 
of the available commercial exhibit area. In addition 
to these commercial exhibits, visitors will sec soil 
conservation developments and demonstrations, and 
the National Plowing Contest with top plow men 
from all over the United States competing. 

Invitations have been extended to the Republican 



and Democratic presidential candidates to attend. 
In 1952 and 1956 both presidential candidates made 
major campaign speeches at the National Plowing 
Contests. 

Active in the planning of the event are the members 
of the WNAX three-man Farm Service Department: 
Rex Messersmith, George B. German and Lyle Han- 
sen. This trio of farm experts travel the length and 
breadth of Big Aggie Land for first hand information 
of interest and benefit to the Midwest Farmer. 
WNAX-570's sponsorship of this national farm event 
is one more indication of the station's leadership 
in farm broadcasting and service in Big Aggie Land 
— the nation's 40th Radio Market. 
To reach and sell this important five-state area — 
you need only WNAX-570. 



WNAX-570 CBS RADIO 

PROGRAMMING FOR ADULTS OF ALL AGES 



PEOPLES BROADCASTING CORPORATION 
Sioux City, lowo Yonkton, South Dakota 
Represented by Kotz 




PEOPLES BROADCASTING 

CORPORATION 
WNAX, Yonkton, S D. 
KVTV, Sioux City 
WGAR, Cleveland, Ohio 
WRFD, Columbus, Ohio 
WTTM, Trenton, N.J. 
WMMN, Foirmont, W.Vo. 
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YOU 
KCAN'T 
KCOVER 

TEXAS 

without 



KCEN-TV 




WATTS UP, DOC? 



We're the oniy maximum 
power 100,000 watter in 
in the Waco -Temple 
market! (And our antenna 
is 833 feet up ') 
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Reps at work 



Chuck Standard, v. p., The Meeker Co., New York, feels the sponsor 
Standard Spot Practices Committee proposal for a new standardized 
billing form for radio/tv spot deserves rapid approval from all sta- 
tions. "Mo alert, progressive radio or tv station manager should 
overlook the importance of this form because what is good for the 
industry will be, at least in a 
small way, good for him. I would 
like to thank SPONSOR magazine 
for its leadership in attacking one 
of broadcasting's greatest prob- 
lems — paper work. This standard- 
ized billing form will save count- 
less hours of needless paper work, 
uncalled for arguments, unneces- 
sary correspondence, and delay of 
payment to the stations." But 
Standard cautions that the battle 
of the billing form is not yet won. 
"Even though it was recommended and endorsed by the Station 
Representatives Assn., Television Bureau of Advertising, Radio Bu- 
reau of Advertising, Assn. of National Advertisers, American Assn. 
of Advertising Agencies, etc., it cannot do the job until the sta- 
tions adopt it. More efficient buying and selling awaits their o.k." 




Jack King, radio manager, Peters, Griffin, Woodward (Boston), 
finds his greatest challenge in selling ideas. "The fullest realiza- 
tion of spot radio's productivity for the advertiser comes through 
the combined ingenuities of creative selling and creative buying. 
The rep who is ready and able to work directly with creative agency 

people finds them receptive. He's 
frequently asked to give advice on 
how best to use spot radio. 
Through his station knowledge and 
experience with a broad range of 
successful radio campaigns he can 
demonstrate what's been done well. 
He can suggest how best to har- 
ness a campaign to programing 
and talent. Special time-signal 
packages, weather and other sea- 
sonal tie-ins, boating and fishing 
reports, can all be designed to 
match the advertiser's goals. The music on a commercial e.t. can 
even be designed to mesh with a particular segment of programing." 
As King sees it, "All of this is possible when the rep's inside knowl- 
edge of his stations and markets is matched with a firm grounding 
in advertiser goals. The 'big idea' never has been more in demand." 
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HOW TO PLAY 

'Take TAE and See' 

It's simple. It's fun. Ask your Katz man for your free "Blindfold Kit," complete 
with blindfold, pen, comparative "homes reached" and rates of the three Pitts- 
burgh TV stations. Then follow simple instructions and let your secretary prove to 
you— blindfolded— that in Pittsburgh, you'll reach more homes per dollar during 
peak viewing hours when you take TAE. 






California National Productions proudly an- 
nounces its new adventure series, 'The Blue 
Angels." Here, close-up, are human -interest 
stories of the U. S. Navy's famous precision- 
flying team. The series' sharpest focus is on 
the men themselves, their pleasures and prob- 
lems—the kind that are within everyone's 
experience. The Blue Angels are the men who 
man the Navy's Tiger Jets, the men who work 
in the clouds at 600-miles-an-hour and up 
. . . then come down to earth to face situ- 
ations just as dramatic as those in the air. 

Matching courage, skill and team spirit against 
incredible aerial duties, the Navy's Blue An- 
gels have thrilled 35,000,000 Americans with 
their breathtaking feats. And millions more in 
every part of the country will see them fly 
in the next 12 months in 75 scheduled dem- 
onstrations that are promotion "naturals." 

Hard-hitting realism characterizes this entire 
series. The Blue Angels' former skipper, Com- 
mander "Zeke" Cormier, USN, as technical 
advisor for all shooting, ensures program 
authenticity. Sam Gallu, creator-producer of 
the successful " Navy Log," is in charge of 
capturing all the excitement on film. The Navy 
Department has pledged "full cooperation." 

Continental Oil Company (CONOCO) has already 
purchased "The Blue Angels" for its market- 
ing area. Now is the time to put this powerful 
series of warm, inspiring, hu- 
man dramas to work for you. 

NIC TELEVISION FILMS. A DIVISION OF 
CALIFORNIA NATIONAL PRODUCTIONS 




Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



4 July I960 

Cwyrliht I DM 
SPONSOR 
PUBLICATIONS INC. 



Scan the first six months of 1960 for events (outside the Washington probes) 
which made a particular dent on the commercial side of tv and radio and you'll probably 
single out these three: 

1) The tv network's introduction of a discount plan to induce advertisers to 
come in for the summer. (Agency reaction: a better plan would have been to make it 
more conductive for advertisers already on to stay through the summer.) 

2) The galloping extension of the spot carriers, which the largest agencies saw 
as the handwriting on the wall as far as network program control is concerned— the time be- 
ing not far off when the sponsor will have been pushed virtually altogether out of the control 
tent. 

3) The explosion from buying sources over dual rate practices prevailing among 
radio stations for national advertisers. (See page 35, 13 June issue for detailed report.) 



National spot radio has lots of pre-Fourth excitement all its own: order, renewals 
and calls for avails came shooting at reps from many agency directions. 

Included in the activity: Lincoln-Mercury's Comet (K&E) ; Ford institutional (K&E) ; 
Instant Jell-0 pudding (Y&R), for 16 weeks, starting 11 July; Mrs. Filbert's margarine (Y&R) ; 
Maxwell House Coffee's Western Blend (Ogilvy, B&M) ; Eskimo Pie (Richard E. Byrd) ; Ford 
Dealers (JWT). 

Renewals included: Florists Telegraph Delivery (KM&J) ; Mr. Clean (Tatham-Laird) ; 
Northwest Airlines (Campbell-Mithun) . 

Alberto-Culver (Wade), which has become an important NBC TV customer, is stay- 
ing with spot tv for the summer, after all. 

The product: Treseme, its new hair coloring. The move could trigger Clairol and Helena 
Rubenstein also moving quickly into spot tv. 

Both New York and Chicago are steadily losing out on their vast margins as 
sources of national spot billings. The shaving process started a couple years ago. 

The main reason for the dwingling edges : reps keep adding more and more branch 
offices, especially in the midwest, instead of travel-servicing the accounts. 

Note in the following comparative percentage breakdown of billing shares, as compiled 
by the Station Representatives Association, what's happened particularly to St. Louis: 



TV 



Radio 



SOURCE 


1960 


1959 


1960 


1939 


New York 


62.5 


63.3 


59.0 


57.2 


Chicago 


18.5 


19.8 


18.0 


20.7 


Los Angeles 


3.5 


3.6 


3.4 


6.5 


San Francisco 


4.8 


3.4 


3.4 


6.1 


Detroit 


1.6 


1.2 


5.8 


2.8 


St. Louis 


2.8 


1.7 


3.5 


1.7 


Atlanta 


1.7 


2.5 


3.0 


1.4 


Dallas-Ft. W. 


1.2 


0.3 


1.3 


0.5 


Boston 


1.3 


1.0 


0.4 


0.3 


Philadelphia 


1.0 


1.3 


1.0 


1.4 


Others 


2.1 


1.8 


1.2 


1.4 


TOTAL 


100.0% 


100.0% 


100.0% 


100.0% 



• 4 july 1960 



19 



SPONSOR-SCOPE continued 



In a wet k that is supposed to be the doldrums for that medium, new spot tv business 

r rack led with action. 

The bming and calls for availablities were heavy in both New York and Chicago. 
NEW YORK: P&G's Crisco. Duncan Hines, Gleem and Ivory bar tCompton) : Breck 
>hamp o (Reach. McClinton) ; American Home's Primitine remedy for hay fever, etc. 

BaU"=) : Little Ladies toiletries i Gumbinner) ; a new fizz product out of Charles W. Hoyt; 
a splurge of minutes by Carter*? Arrid CSSC&B). whose starting date had been postponed. 

CHICAGO: Kellogg (Burnetii in about 100 markets for AH Stars (new cereal) intro- 
durtion: Pilbbury cake mixes (Burnett"), 10 markets, 39 weeks; Mr. Clean (Tatham- 
1-aird . northeastern states: Wheaties ( Campbell-Mithun 1 . 25 weeks, northwest areas. 



^ou mav have forgotten, but American Airlines (Y&Rl has been sponsoring music till 
dawn on radio in nine cities the past seven years. 

Well. Texaco (C&W) is considering the same thing but on a much bigger scale. 

Meantime, C&Ws canvassing stations via their reps on the availability of open time and 
n>st of such an operation. 

Could be the key target is the all-night diners patronized b> long-haul truck driver* 
and traveling salesmen who drive after dark to avoid heavy traffic. 

Tv network gross time billings this May totaled S55.469.790. a plus of 6.8*^. 
The TvB reported billings by network: ABC TV. -S12.8T6.050. up 29.5<~c: CBS TV, S23,- 
197.036. up 4*7 : NBC TV. $19,396,704. down 1.4%. 

l>elin & Fink proposes to reduce the list of 46 agencies bidding for the SI. 75- 
million account (from McCann-Erickson) to six semi-finalists before making a 
choice. 

Included in !>&F*s products is Stri-Dex, the center of that local spot radio buying 
hassle which was climaxed by this move from McCann-Erickson : advising those who took the 
L&F deal that they'd have to make the same rates available for Esso, which had done its 
contracting at the national rate. L&F became wroth over the notice. 

One report was that the emissary L&F sent out on the road to buy at local rates was pre- 
armed with availabilities collected bv the agencv. 



The blitz technique— —concentrating the week's spot load in two days — seems to 
be taking hold in spot tv. especially when it's tied in with a run-of schedule plan. 

Two accounts that were shopping around last week for stations to carry such campaigns: 
Norelco (LaRoche) and Warner-Lambert (Lambert & Feasley). The W-L product: 
Moon Glow, a mint-type face cream, with over SI million due to be spent for its national intro- 
duction. 

Contemplated spans: \orelco. from around 15 September through New Year's: Moon 
(.low. 15 Julv to 15 September. The shaver would use 110 stations, concentrate on the 
weekend, and base its buy on rating points. 

Ni te: \J amcr-Lambert is testing a new mouthwash. Nicrin. in a batch of tv markets. 



Sellers of spot radio can take this tip from exceptionally hep agency mediamen: direct 
more of your efforts at the smaller brand managers in large firms. 

The nub of the advice: show the managers of two or three of these smaller brands how 
they can pet the maximum efficiency out of investing as a combination in spot radio 
inMead of linking themselves up with their company's major brands in network tv. 

Tell them how such an amalgamation works for their own brands' best welfare and how the 
frequencv thev get outmatches in impact the minor end of the piggyback commercial. 
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The station relations people at NBC TV and CBS TV can anticipate some added nudging 
from their affiliates as a result of ABC TV's making it possible for its stations to sell 
an extra 20-second chainbreak seven nights a week. 

ABC's grant: extension of the break to 40 seconds between the next to the last and 
last program on the nighttime schedule. 

The understanding is that the period will be sold in the form two 20' s. ABC says it will 
bring pressure to bear if any affiliates elect to use the break for triple spotting. 

Some reps estimate that the additional seven 20's could mean as much as §100,000 
annually for, say, a station that gets about $300 for a 20-second spot. 

For ABC the stratagem could serve these two ends: (1) mitigate the irritation over 
the spread of spot carriers; (2) as a tool in bidding for primary affiliates in the 
two-station markets. 

The battle between ABC TV and NBC TV for the fall daytime dollar took on 
added heat this week as NBC unveiled its new program pricing. 

Inducements to come in and try the new shows are plenty: like offering a quarter- 
hour of Danny Thomas for §1,000 net for the first 13 weeks (the price thereafter will be 
S2,500) and the Jan Murray game show at the same figure. Incidentally, Loretta Young is 
now down to $2,500 — a cut of $500 per quarter-hour. 

Others on the latest program price sheet: Dough Re Mi, $200; Play Your Hunch, 
§2,800; Price Is Right, now obtainable for $3,000 and up to $3,900 in September; Concentra- 
tion, $3,000; Truth or Consequences, $2,825; It Could be You, $3,000; Dr. Malone, $1,000; 
Here's Hollywood, $1,000 now and $2,500 in September. 

The 10-11 a.m. period — with Dough and Hollywood— becomes class D time. 
(See article, page 29, for an analysis of what's happening to daytime network tv. Also 
NEWS WRAP-UP under Networks for new NBC TV policy on contiguity rates.) 

Phillips Petroleum (Lambert & Feasley) has picked up the open quarter pack- 
age of the 13 National Football League games on NBC TV this fall. 
The package price: around §550,000. 

This money is coming from another medium and not spot tv. The account will con- 
tinue its spot campaign in its present 79 markets. 

CBS TV is guarding its counsel on the subject, but a number of agencies expect the 
network to modify those new commercial ground rules which are supposed to go 
into effect 15 September. 

Two of the rules in particular which agencies are bitterly opposed to are these: 

1) Limiting the billboards to product identification; in other words, banning even 
a suggestion of product characterization or promotion. 

2) Discouraging the inclusion of two products via piggyback iu a commercial 
on a sponsor's minor week. 

Note the agencies: they recognize that Frank Stanton has made certain commitments to 
Washington re commercial restraints but it is also incumbent on the network to realize that the 
money used for network is collected from a multiplicity of brands and that in 
many cases they can participate in network tv only under techniques that have 
grown up with the business. 

Incidentally, NBC TV has also notified its nighttime customers that come the fall 
their commercials on minor weeks will have to be restricted to a single product. 

P.S. : Sellers of spot see the implementation of these commercial restraints as probably 
resulting in a windfall for their medium. In other words, the small brands with small 
budgets will be coming back to spot instead of riding on their big brother brand's shoulder in 
network tv. 
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SPONSOR-SCOPE continued 



Morse International is doing something immediate about lining up spot tv 
schrdiih'H for the Vick cold remedies. 

As happened last year, Morse's media director Orrin Christy, Jr., head timebuyer Roy 
Me \rdle and assistant timebuyer Mary Ellen Clark arc going on the road to settle sched- 
ules with individual stations. 

It doesn't look as though Bates will do anything spot-wise about Anahist until it has 
dotted the "i's" and crossed the "t's" on the spot carrier buys it made from ABC TV and NBC 
TV a couple weeks back. Tl>erc's about §2.5 million left in the kitty for spot tv. 

W hy Stndcbaker (l)'Arcy) isn't using spot radio this summer : it's put the money 
into 15 broadcasts of the World Jazz series on CBS Radio . 

The car's introduction plans for the fall, reports D'Arcy, are still in a fluid state. One 
thing looks fairly certain: the line will be in tv. 

Look for Miles Laboratories (Wade) to introduce on spot tv this fall its new 
vitamin for children — Chocks — which was tested last spring in two midwest markets. 

The buying of heavy schedules in top markets will include the West Coast, making the 
first time this has happened out of Wade, Chicago, instead of the agency L. A. office. 

According to SRA estimate via Price Waterhousc, national spot radio billings 
for the first I960 quarter came out about even with the first 1959 quarter. 

The estimated dollar volume for this year's quarter: §40,008,000. The estimated vol- 
ume for the 1959 quarter: §39,990,000. (First 1958 quarter: 843,368,000.) 

U. S. Tobacco is probably the first one in its field to diversify in the direction 
of packaged eandies and nuts. 

The acquisitions from Citrus Foods, whose distribution has been limited to Pacific states: 
Red Cap, Love Nest, Full of Almonds and Best Pal brands. 

If you're looking for any material ehanges in tv set use by hours of the day, 
about the only plaee you're going to find them is in the afternoon. 

Here's the latest Nielsen for number of homes tuned per average minute. 



PERIOD 


APRIL 1960 


APRIL 1959 


9-10 a.m. 


6,600,000 


6,300,000 


10-11 a.m. 


7,200,000 


7,500,000 


11 a.m.-noon 


9,200,000 


9,700,000 


Noon-1 p.m. 


11,100,000 


10,700,000 


1-2 p.m. 


10,200,000 


9,200,000 


2-3 p.m. 


9,500,000 


8,500,000 


3-4 p.m. 


9,500,000 


9,000,000 


4-5 p.m. 


11,400,000 


11,200,000 


5-6 p.m. 


14,100,000 


14,100,000 


6-7 p.m. 


18,700,000 


18,000,000 


7-8 p.m. 


25,200,000 


24,600,000 


8-9 p.m. 


29,000,000 


29,300,000 


9-10 p.m. 


29,300,000 


29,000,000 


10-11 p.m. 


23,700,000 


23,400,000 


other ntwi coverage 


in title Itiue, see 


Newsmaker of the Week, page 



Hears, page 58: Tv and Radio Newsmakers, page 66; and Film-Scope, page 56. 
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NO WONDER THEY CALL 
BEAUMONT- PORT ARTHUR-ORANGE 



And only KFDM-TV 
Delivers all of 
Texas' 4th market 
Metropolitan Area— 304,194 

KFDM-TV 
Coverage Area— 753,597 
Preliminary 1960 Census Figures 




This mop. prepored by Gulf Oil 
Corporation ond used with 
their permission, does not represent 
on endorsement of ony product 
or service whotsoever 



KFDM-TV 

CHANNEL 6 

Beaumont Port Arthur Orange 

D. A. Cannan, President 

C. B. Locke, Executive Vice President & 
General Manager 

f-\ Mott Johnson, Sales & Operations Manager 

Peters-Griffin-Woodward, Inc. 
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WTHI-TV, 




the 

Number One 

single station 
market 

-in 1 

America! 




WTHI-TV is a single 
station market of 
217,400 TV homes. 



An advertising dollar 
on WTHI-TV delivers 
more TV homes than 
many dollars in a 
multiple station 
market. 




WTHI-TV 

CHANNEL lO 
TERRE HAUTE, 
INDIANA 

Ptprtstnttd by THE BOLLING CO. 



49th and 
Madison 



Year round boom 

I enjoyed \<>ur article on "Summer 
Radio. A Boom at the Local Level." 
(SI'onsor, 20 June.) Actually, I be- 
lieve that radio as a whole is under- 
going a tremendous boom regardless 
of the weather. 1 know certainly that 
at WL1B we have been enjoying a 
new appreciation of radio that began 
long before summer was officially 
upon us. 

\\ ith the changing tone of today's 
radio, featuring better music, news, 
special events, and public service, I 
think radio's boom may become a 
permanent thing. Believe me when 
you try to watch today's television 
you realize that today radio is better 
than ever! 

Harry Novik 
gen. mgr. 
WL1B 
X.Y.C. 



Buffaloed, yes — stymied, no! 

I would like to call to your attention 
a fluff in your column "Ten-Second 
.Spots in the 20 June issue of spon- 
sor. 

In the item "Potabilities," you 
asked the question "Anyone ever hear 
of a Polish buffalo?" The answer is 
distinctly and loudly yes. 

The Auroch (Bison Bonasus) of 
Europe is a member of the Bovidae 
family. A native of Poland and many 
other Central European areas, it 
closely resembles the slightly smaller, 
larger-headed American Bison or 
buffalo. 

They have been hunted for years 
by the noblemen of the Central Euro- 
pean region and protected by them 
for their sport. 

U rlliam J. Miller 
assistant director 
radio, fv, film section 
American Cancer Society, Inc. 

v.y.c. 



Set count comment 

These are times that try men's souls 
Your story "ARB's Set Count shows 
reversals from Nielsen," (SPONSOR 
20 June) was enough to give a sta 
tion operator the heebie-jeebies. The 
fact that the two major research out 
fits in the country count noses and) 
come up with different figures for th( 
same areas is a frightening one. 

It is even more frightening when 
we realize that despite such differ 
ences of research opinion, the agen 
cies in the country base their market 
buys on information supplied by 
these organizations. Perhaps soon in 
this world of electronic wonders sorn 
genius may find a way to add sets oi 
figures together so they make sen* 
to everyone. 

William L. Putnan 
pres. & gen. mgr. 
WWLP 

Springfield, Mass. 



This letter is primarily an expres- 
sion of gratitude to you people for 
making available not one, but twt 
national set counts. 

While some figures don't agree, I 
think that on the whole the ARB ant 
Nielsen counts check out against eaclj 
other uncommonly well. The SPONSOH 
format made the two studies easy trj 
compare. 

1 suppose that there's bound to b* 
someone who'll pick the one countH 
where figures show the largest dis 
crepancy and thereby seek to dis | 
credit both studies and all similai| 
work. 

However, SPONSOR has reaffirme( 
the importance of these research tool.'] 
to the industry by giving them ampb 
space and reporting all the pertinen 
details. 

Marie Coleman 
Donahue & Coe, lnc 
N.Y.C. 



24 



SPONSOR 



4 july 1960 



AS A 




SUBSCRIBER 

Our apologies to 
Atlanta, St. Louis, Boston, 
Dallas and some other cities! 



The new 5-City Directory, just off the press, 
contains more than 1900 listings, and 36 pages. 

It's the recognized tv/radio guide to 5 cities 
where 93% of all national spot business is 
bought. 

The 1960 directory is substantially bigger than 
any of its predecessors. You will find it more 
useful, and we hope you will forgive us if your 
city is not included. 

If you're a SPONSOR subscriber drop us a note 
and we'll send you a 5-City Directory with our 
compliments. 



If not, the price is 50£ each . . . 40£ in quanti- 
ties of 5 to 10 . . . 300 for 10 or more. 

If you're not a subscriber, enter your subscrip- 
tion now by using the form shown on this page. 
We'll send you, as a bonus, not only the 5-City 
Directory but also the 220 page 1959-60 Air 
Media Basics including Radio Basics, Tv 
Basics, Timebuying Basics, and much more. 



SPONSOR'S 

5-CITY TV/MDIO 

D »**ECTORY 




^S. €0 Edition 
York 

Chicago 

Detroit 

tos Angeles 

San Francisco 



Sponsor Publications Inc. 

40 East 49th St., New York 17, N. Y. 

□ Send me copies of Sponsor's 5-city directory. 

□ Enter my subscription to Sponsor 

for one year at $8.00 and send me FREE 
the 5-CITY DIRECTORY & AIR MEDIA BASICS. 
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RADIO EIREANN 



DIRECTOR 
GENERAL 



6 H >•! V'< 



S v* Oil ns hous< wives 
» iur, of sued savage 

b )sf$ 

v » ( ,. r t KID SHOWS 
m WWL TV 



WWL-TV 



.Xatinnal and regional buys 
in v ark nou or recently completed 



SPOT BUYS 



TV BUYS 

American Home Foods, Div. of Air.f-rir-an Home Product? Corp., 
<"-k: ( v rpaisMi for ( hi f-B< > ■ product- -tart* 7 JuK in 

iiM-t- l>a\ aril i iuht i< inute.- are beinfr u?ed for 24 
a 1 \ i- it.l' \,_( rn \ : \ oun_' & Rubicam. New i - ork. 

Anhcuscr-Busch, Inc., M I ui?: i']ai ing NTW 77u></ Va/f ad- 
- ni j - f fill M'rir- in al >ut 'i market- hedule? ?tart in October 
S w ,f| f r "ij wick- \.rm \ . I)' \r< y do.. M. Louis. 

North American Philips Co., Inc., New \ rk: Buying three-week 
-<•' - ( •> * in a' -nit ».iaik«-t«. I»» Mart t hi - month for Norelco elec- 
s» t-. > ht - a^ f- .r f rifle and late nieht minute.- and 
1. i r: I.ii.ml ■> I., ' > \_t:»< \ : ( . J. LaRoche. New \ ork. 

Reader's Digest Association, Inc., 1'lea-antville. X. \ .: The one- 



lion i t the \uuu-! wi 



about 60 markets. 



w,-k 1 

^ i I. - i 21 Ju • u?ii.,_ i-rimaiih nighttime I.I)/-. Buyer?: 
\1 K i r««-r an<l fame -cat re. \.^em \ : J. Walter Thomp.-on 

1 \ i-w \ r k 

RADIO BUYS 

Colgate- Palmolive Co., Vew York : I're\ iou- u-e of tv thi> year did 
•i f t expectation*, mi a tf»t iadi<> • aivpaun i» now planned in 
1 if" n - arkit- Da\ 5>"ii)iute» haxr been reque-ted; Mart and 



i«U fini 1 
\.w \ 



a thi? trne. Bu\er: liu — Bam. \£encv: Ted 



Fiat Motor Co., Inc., Ni-« V ik; - iieduliri" traffic and weekend 
i' r it ■-. 2 f *-2 i pes weik i ■< arket. o about 2i> market- for it? Fiat 
Ui.H i- in t v. HiuhU. SO June through 24 July. 11 through 28 
KlliV. \_eri< \ : <»rant \d\erti-in^. Inc.. New 

Northwest Airlines, Inc., - Paul: ( anipaisn for it? new tra\el 
., ... t'.-n jin< thi? ontb »••. K \ve»-k». > hedule- of minute- are 
' Walla-, Madi- i Milwaukee. \\ a-hinut on. I). C. Niagara 
*'< hi— i>-i s' () M I "iii-. \_> \ : ( an.jil ell-Mithun. Inc.. 

American Tobacco Co., V i ik. V nt i' 1 market- are setting: 
i 1 r ..mi I fall sibt'duh- 1 r 1 u. k'> -trike. Iwo-flicht campaign 
-t v e*-k I j; f t ijt-iiii i w>ek?. ,'ii n- up asain earb 



f, 



lUi 



Buwi H .!,c Martin*/. \-enc\ : BBDO. 



Menncn Co., M n-i w>. . N J : N, » i. ti\it\ l n the Mennen line 
Inn' Hid rh July. I la y ii.ute? and (hainbreak- of 
f • hi •- ,f I'i'inj -fhiiluli ' in the top market- for 
i ' I Huilaik \^ith : Warwick \ Leader. New 
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"The Sound of Music over the City of Angels" 

ON THE ALL NEW 




50,000 

WATTS 




Los<a^ 
Angeles 



THE NEW KGBS: now covers ill the 
Southern California market with ten 
times the power... delivers more 
buying families per dollar invested 
than any other station in Los 
Angeles! New call letters to match 
KGBStyle programming: smooth, 
familiar music balanced by news 
reports, weather 
and traffic 
briefs 
...every 
spoken 
word creatively 
scripted, tastefully 
delivered! Still holds 
the same "action" spot 
at the center of the dul 
— 1020-now attracting 
more attention than ever 
with one of the largest audience 
promotion campaigns Los Angeles 
has ever seen. National Sales Representa- 
tive: Peters, Griffin, Woodward, Inc., In Los Angeles: 
Dale Peterson, DUnkirk 8-2345-KGBS, 338 S. Western Avenue, 
Los Angeles 5, California. Another Great Storer Station.. . in Los Angeles. 
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WC TV- land 




F I or* do S'ote Newt Bureau photo 



LAND 



AND YEAR-ROUND SPENDING, TOO! 



There's no feast-or-f amine business cli- 
mote in WCTV-LAND such os is sometimes 
experienced o little forther South where 
tourism is a major Industry. Here stable 
business conditions and a wonderful cli- 
mote let folks enjoy year-round good 
living and spend money year-round, too. 
Tallahossee octuolly stands fifth in the 



nation in retail soles per household.* To 
get their shore of this rich market more 
and more leading brands are plocing 
strong, long-term spot schedules on 
WCTV. Get the full story from Blair Tele- 
vision Associotes. 

'Annua/ Survey of Buying Power, 1959. 




WCTV 



TALLAHASSEE 




<§> 

^ ft 



THOMASVILLE 



a John H. Phippa 
Broadcasting Station 

BLAIR TELEVISION ASSOCIATES 

National Representatives 
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WILL 'ROCK 
BOTTOM' COSTS 
SPUR DAYTIME 
NETWORK TV? 




NEW PRICING and packaging for daytime at NBC TV was launched a 
fortnight ago in session conducted for sales staff by Robert McFadyen 
(standing, r), mgr., daytime sales, and James Hergen (standing, I), sis. dir. 



For the first time in day tv 
history, there are portents of a 
swing away from the long-time 
buyer's market. Pricing and pro- 



graming have leveled off to a new 
stability, and the three nets are 
lining up evenly for the fall sea- 
son's starting positions. 



^A/^ithin the last two weeks, NBC 
TV made two moves which may well 
mark the end of daytime network tv's 
downward pitch and the start of an 
upward thrust. 

The network revised its costing — 
with, for example, a quarter hour of 
the Loretta Young series marked 
down $500 for a total of $2,500 for 
13 weeks — and it permitted adver- 



tisers with multiple bujs to scatter 
commercials in checkerboard fashion 
throughout the broadcast schedule as 
well as in standard vertical fashion. 

Daytime observers think the long 
series of price slashing and show- 
shuffling is nearing an end, with the 
networks emerging as near-equals in 
their fight for next season's sales. 

They say three years of action and 



reaction have placed the nets at an 
irreducible cost minimum yet at a 
maximum of value. 

But daytime's new position of up- 
ward movement is nudging buyers 
out of their long-held catbird seats. 
The direction is toward a more fa- 
vorable balance of negotiation be- 
tween the buyer and seller, now that 
the sellers have reached a financial 
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NETWORK 


RATE COMPARISONS— AT A 


GLANCE* 




VBC T\ 


CBS TV 2 


NBC TV 3 


( hiss i hour rati* 


cac OOO 


Clin 33Q 


$129,045 


\ el irork titty t i tin* 
telecast hours' 


a.m.-l:30 p.m. (Class D> 


8.15-11 a.m. (D); 


10-11 a.m. (D) ; 


2-5 p.m. (Class D); 


11 a.m.-l:05 p.m. (0; 


11 a.m.-l p.m. (0; 


5-6 p.m. (Class 0 


1:30-5 p.m. (0 


2-5 p.m. (0 


Elation affiliates 


123 


200 


161 


■i if. 

*H( TV f r h«» i i 


if n ( u tV rrfrrrfd U> 
f-up . Sour -r (*KS TV for basic 

lit'tsl r*i rurrt-m nHuork r»tf rird*. 
AltC T\" »"J CHS TV M ] 3^ of 1 


:*f< -ta'ion network, bivri <m combination Tii>f. 3. Sourc«: NBC TV. for 1S1- 
ABT TV 3 15 6<t CBS TV 4/1/60; NBC TV. 3 17/60. All eUss C time U 
A; on NU< TV 40^ of Clii-!- A. for Mond^T-throucb-FritUy schedule.. 



point from which thev cannot retreat. 

This bottoni-of-the-barrel position, 
alarming as it may seem al first ap- 
praisal, actually places the network? 
in a better davtime stance than ever 
before. 

'I hex 're all starting off in about the 
-anie post position in the race for 
<ia\tiine dollars. And they're racing 
under the same rules and limitations. 

Network men think these low bar- 
gain prices will force new business 
into the medium, and that these new 
davtime clients will be willing to pav 
a higher cost when the merits of the 
medium ha\e been proven. 

But there are oilier reasons whv 
advertisers are >howing new interest 
in <iav time hours. 

Warren Hahr. vice president and 
associate director of 
planning and strategv 
at ^ oung & Rubicam. 
put* it this way: "Dav- 
time has finallv found 
its wax Its alwavs 
be«-n able to deliver 
audiences at a reason- 
able price, but now it'* 
delivering an appeal 
product rerun* of 
nvlilt'nie shows. - ' 



tion of program vehicle and network. 
The nets have slowed down their 
raids of each others programs and 
are stabilizing their schedules bv re- 
taining old properties and developing 
new ones. 

The long period of "adjustment" 
and "'transition" — the words most 
frequently used to describe the state 
of network daytime tv — is ending. 
It's being replaced with a temporary 
but primary emphasis on costs, reach 
and frequency. However. trade 
sources think the longer view will 
stress some of the broader features 
more identified with nighttime tv: 
audience characteristics, impact, mer- 
chandisability. prestige — the qualita- 
tive factors. 

What are national advertisers and 



GENERAL FOODS is maior daytime net and spot buyer through Y4R. New 
plans are discussed by Warren Bahr (r). v.p. and assoc. director, planning and 
strategy. Y4R, with Larry Israel (I), v.p. and general manager TvAR. 



1 



ro r 'raining concepts 



< f all three networks 
have leveled off. too. 
Yhi- 1 l ans the "nuni- 
b< s' (osts and eITi 
cieni ies are p| a ^ j n p 
an ever ore impor- 
tant t the selec- 




their agencies looking for in day- ! 
time? Reach as well as frequency, 
buyers agree. Frequency has been 
the traditional strong point of day- 
time, which is tuned to bv a hard 
core of women day in and day out. 
And reach has been the prerogative 
of nighttime, with its large undupli- 
cated audiences. 

But the '"scatter" plans. — the check- 
erboard splitting of daytime sales 
messages vertically and horizontally 
throughout the networks' daytime 
schedules — have added to the reach 
of the daytime hours. 

Davtime selling has cut across and 
down all viewing segments so that 
""scattered ' commercials reach the 
maximum audience. 

The reach is formidable. Half of 
all women in the U.S. 
— 28 million of them — 
tune to daytime tv in 
the course of a week. 
Television Bureau of 
Advertising reports. 

The average woman 
viewer watches 11.2 
quarter hours of pro- 
graming on the aver- 
age weekday. But, 
TvB adds, significant 
hours of viewing dur- 
ing the daytime are at- 
tributable also to men, 
who tune an average 
of 7.1 quarter hours 
each day. 

The broader audi- 
ence achieved through 




TWO CHICAGO MEDIA MEN SPEAK OUT 
ON SEVERAL FACETS OF DAYTIME TV 



cattering and the lowered costs of 
hese audiences — both innovations 
nade by ABC TV since it entered the 
laytime arena less than two years 
go — are credited with the over-all 
ales gain of the medium last year. 

In 1959, network daytime sales 
, T ere up some 17% from the previous 
ear for a total of §203 million, with 
laytime spot rising 22% to a total of 
223 million. All told, daytime in- 
estors spent $426 million for time 
eriods. This year, network showed 

decline in the first quarter, with 
pot losing out in minor markets. 

Industry people think that the loss 
f network daytime billings in the 
irst quarters was picked up by night- 
ime tv rather than by spot. And net- 
/ork sales executives tend to think, 
a line with this fact of sales life, that 
heir prime prospects are from the 
lue-chip clients buying nighttime 
etwork, not daytime spot. 

The nighttime advertiser using net- 
/ork has a distribution and market- 
ng pattern which can match daytime 
lelivery as well as nighttime. But the 
laytime spot advertiser's marketing 
iroblem is such that in many cases 
mrchase of a network would involve 
i ; aste in two ways: (a) by the addi- 
ion of markets in which he isn't 
eally interested and (b) by getting 
nore or fewer impressions than he 
Leeds in certain cities. 

James Hirgen, director of sales for 
'IBC TV daytime, sees the daytime- 
lighttime rivalry drawn along these 
ines: "Personal identification is 
tronger with daytime personalities, 
vho are companions more than they 
ire entertainers. And a combination 
>f day and night sponsorship gives 
he reach and frequency a national 
tdvertiser needs with very favorable 
liscounts." 

Edward Bleir, ABC TV daytime 
ales director, comments further on 
he difficulty in attracting nighttime 
■ponsors to daytime hours. "Night- 
ime buys are emotion-laden. Day- 
ime has no story conferences, West 
:oast trips, dancing girls and David 
5usskinds — no glamour. But it does 
lave strong personalities selling, and 
his has gone by the boards pretty 
nuch at night. Admittedly, daytime 
:an't sell to the trade — but we can 
md do sell women and a great num- 
ber of men." 

I He lists what agency media execu- 
lives want to know about ABC's, as 




N. T. Garrabrant, med. dir., North Adver. 



ADVERTISERS interested in 
reaching housewives find net and 
spot day tv very useful. Day is 
usually more economical than 
night to reach these people, but 
day tv spot schedules — particu- 
larly those calling for 60 seconds 
or move — are difficult to obtain 
in quantity in markets with less 
than four stations. However, if 
products have national distribu- 
tion, very efficient daytime net 
buys are possible. 

Via network, any given num- 
ber of commercials per week may 
be obtained. The more purchased, 
the greater efficiency. Many com- 
mercials may be integrated by 
star performers. 

Nets offer a variety of pro- 
gram types. Through research, 
you can select program type, 
audience profde best suited for 
show-casing. 

Considerable flexibility is 
available in daytime. It is cer- 
tainly easier to merchandise a 
net program than spot. . . There's 
also a psychological value to an 
advertiser being in the "big 
time," on network. There is no 
question but that national tele- 
vision advertising connotes prod- 
uct reliability. 




Harold &. Tillson, med. mgr., Leo Burnett 



DAY TV — one of the most ver- 
satile of media — is many things 
to many different people. . . It 
can be and is used by a host of 
advertisers, from the very large — 
using it heavily on a continuing 
basis, to the very small — invest- 
ing the entire appropriation in a 
timely, short-term effort. 

Its primary advantage: ability 
to put tv's power and effective- 
ness to work against reasonably 
large groups of women — most 
important factor in purchase of 
many products — at economical 
and affordable cost. 

Perhaps there are some cases 
where spots can be purchased 
with greater statistical efficiency 
(than network), but few adver- 
tisers can afford the dollar cost of 
reasonable spot activity in 150 
or 175 markets. 

Programing also offers full 
minute commercials within pro- 
gram content, varying degrees of 
program identification, inherent 
prestige and importance of pro- 
gram sponsorship. 

Daytime offers known values 
at an economical cost with rela- 
tively little risk, with short-term 
commitments. That's probably 
why so many use it. 
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well a* ullirr rn-K dm tunc plan*. 

"What'- m\ co»t per commercial? 
What's | lit- Imuie ddi\er\ per coin- 
rrn-riial.' 'Hie ro»t per 1 J M M» homes? 
mill of \uiiwii 7 I olal home impres- 
sions fur the dull.ir? NuhiIkt nf dif- 
ferent liniiie impressions llhe net 
mine audience for the dollar ? The 
frit|trenr\ with which you reach each 
of llicx- differenl lionies? W here are 
lliewo homes 1 1>\ coiinlv size I ? ' 

He supplements these quantitative 
questions with a few encompassing 
less tangible factors in a buying de- 
cision. 

"What's tire program climate and 
docs its reflect fa\or on nn product? 
Do 1 want a li\e sell with an emcee 
or star? What opportunity is there 
for merchandising and exploitation?" 

\ll of the networks stri\e to an- 
swer these questions, and to conduct 
as much salt's de\elopmental research 
as their slim income will allow*. But 
they ha\e — again a stumbling block 
in cost. Research is expensive, and to 
be effective it must be original. ^ et 
a tremendous amount of original re- 
search is conducted bv major adver- 
tiser* and their agencies in areas 
which relate directly to the house- 
wife, her habit and emotional pat- 
terns, her buying and tune-in pref- 
erences. 

Networks in order to learn some- 
thing new with national significance 
for a prospect or a client, would ha\e 
to s|>eiid a disproportionate amount 
on market and audience research. 

I hey also, commented one sales 
e\ecuti\e wryly, "don't ha\e the bene- 
fit of knowing what the client has 
alread\ learned, \gencies keep these 
»ur\e\» and studies under close 
wraps, even though thev bear directlv 
on our mutual problem." 

\dmen expect the upward trend to 
e\ol\e along these general lines. 
\\ Till coat-, competitive and low. ad- 
vertisers will move in to test da\- 
time \s thev get results, they'll be 
w lling to pa\ higher costs even 
though the circulation will ne\er in- 
irea-e as it did in the nighttime 
hour-. 

Ibis additional network revenue 
will enabli the networks to further 
explore two areas in which ihev've 
been bolllenecked • programing and 
research. The networks are in tl 
I'lrnsr turn tn *j e 
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A SECOND LOOK AT 

^ I\ext >>eason*s prime time net tv programing will 
find 18 hour shows a week selling as participations 

^ Some admen are heginning to wonder, however, if 
these new hnys are all that they're cracked up to be 



N 



I ow that nighttime scheduling at 
the networks has just about been 
nailed down for the fall, a lot of tv 
industry people are doing a "double 
take" over the high incidence of spot 
carriers. Next season will find about 
18 prime time hours sold as partici- 
pating shows with two more that 
might be classed as "semi spot car- 
riers" (ABC TV's Maverick and Hong 
Kong). Question: How will this new- 
type of selling affect the tv scene? 

Several agency media people have 
expressed some disillusion over their 
buys on spot carrier programs. What 
thev sav is this: The network sells 



the participations to the client and 
perhaps to the agency tv producer as 
a low cost way of getting into net tv, 
and the client okays a budget based 
on the estimated time cost supplied 
by the network. But when the media 
department gets the list of cleared sta- 
tions, it discovers some uhf stations 
have been included — stations it would 
not have ordered. 

When a protest is lodged, say these 
admen, the net salesman comes back 
with a list of good "additional" sta- 
tions which the client might like to 
order — at. of course, additional cost. 

As one adman put it: '"It seems 



VIEWS ON THE PARTICIPATIONS 

Spot carriers on network tv are easy to buy . . . 
m0 mM I I They enable many advertisers with limited budg- 

I II ets to capitalize on at least a degree of show 

prestige and identity . . . In many cases they are 
a icay to get full minute announcements in prime 
tv time iwith spot, they might have to settle for 20 seconds or 
chainbreaks) . Hence many copyicriters like the idea . . . By 
taking several participations on different nights in different 
shows, reach can be good . . . Program decisions are left to nets 



& | Spot carrier buys mar he easier to handle than 
I II I market-by-market buys in national spot, but do 

I V they deliver the frequency needed in certain 
markets? . . . They are national in concept, sar 
reps, but sales are local . . . For a certain type 
of product, a housewife in Baltimore may be worth five times 
more than one in Deadwood, Kansas . . . Some admen claim some 
\xirticipations were sold on basis of low cost; later budget had to 
be upped to add stations . . . Product protection may suffer 
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THOSE NET 'SPOT CARRIERS' 



■mi , 



THESE HOUR PRIME TIME SHOWS 
ALL WILL BE PARTICIPATIONS 



PROGRAM 



ABC TV 



NIGHT 



The Islanders 
Cheyenne 
Surfside 6 

Adventures in Paradise 
Stagecoach W est 
Hawaiian Eye 
Naked City 



SUNDAY 



MONDAY 



The Untouchables 



MONDAY 
MONDAY 
TUESDAY 
WEDNESDAY 
WEDNESDAY 
THURSDAY 





77 Sunset Strip 


FRIDAY 




The Roaring '20's 


SATURDAY 




CBS TV 






The Aquanaut 


WEDNESDAY 




Rawhide 


FRIDAY 




Perry Mason 


SATURDAY 




NBC TV 






Riverhoat 


MONDAY 




Laramie 


TUESDAY 




Thriller (Anthology) 


TUESDAY 




The Outlaw 


THURSDAY 




Raven 


FRIDAY 


w • 







net salesmen have invented a tech- 
nique for adjusting a client's budget 
while collecting their commissions." 
Said another, "They start with the 
smallest possible sale, then build it 

55 

up. 

So it not only is the agency tv pro- 
ducers who are a little concerned over 
the loss of control on shows. As buy- 
ers of participations, they have little 
to say on show content. But the me- 
dia people are wondering about their 
lack of control on station line-ups 
and product protection. 

With network spot carriers turning 
up so frequently across the board, 
product protection all but goes out 
the window. Since individual sta- 
tions often don't know the scheduling 
or rotation of network minute an- 
nouncements, they must face the risk 
of throwing in a chainbreak spot com- 
mercial that may be in direct compe- 
tition with the network commercials 
in front or in back of it. 

This is one of the things that wor- 
ries station reps; the other worry is 
the way that nets seem to be going 
after the accounts they once regarded 
as spot advertisers. But they and the 
stations say they plan no counter- 
attacks save harder selling. Rates, 
they say, will not be cut for national 
spot, although it is possible that many 
stations may work a little harder to 
iron out the complexities that have 
developed in their rate cards. In 
checking a number of rep firms, 
SPONSOR learned that they have pretty 
much decided — since they can't do 
much about it any way — to live with 
the networks' new selling tactics. 

"In a way, what the networks are 
doing," says Halsey Barrett, director 
of tv sales development for The Katz 
Agency, "is a compliment and tribute 
to national spot." This seems to sum 
up most rep thinking on the situation. 
Network, they feel, is helping to sell 
the spot concept, and it admittedly is 
easier to buy network than to buy 
spot. The only thing they hope is 
that clients will see the need for more 
market-by-market flexibility, the need 
for greater frequency of announce- 
ments in some areas than in others. 



This they feel is tremendously impor- 
tant especially where launching new- 
products is concerned. 

The fact remains that networks do 
have something solid to offer adver- 
tisers — and with control of shows pas- 
sing into network hands (with the bles- 
sings of Washington) whatever they 
are selling becomes more valuable. 
Networks proved during the past few 
years they know programing basics. 

Meanwhile, the networks will go on 
selling participations because they 
are offering the prestige of show? to 



many advertisers with limited budg- 
ets, and they are delivering coverage 
in the national sense. And they are 
offering considerable flexibility inas- 
much as buys into these shows can 
often be for short terms. 

But spot salesmen are counting on 
advertisers to bolster such buys with 
spot schedules to take advantage of 
the differences that exist in markets 
across the country. Said Barrett, 
"Chile con came is mostly beans — 
but do you sell it the same way in 
Boston as in San Antonio?" ^ 
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I'hoios by Herb Levari 

CREATOR at *orlc. Gumbinner writer Lislter mulls problem of distinguishing juice from rivals 



^ Sacramento Tomato Juice stays on top in New York 
Willi radio campaign based on sound made when poured 

^ Maintains two-station lineup with heavy emphasis 
on merchandising; scores best first quarter in history 



r\ New Jcr-c\ restaurant's menu 
read-. >acraiui'tlt<> Tomato Juice: 
two plop-. «.[") f„ ur plop... S.25. 

I li.il's a result -if ihe juice's latest 
radio <ani| ai^-n in liietropolilau New 
ork. where llie hulk of its liusiness 
1- KiiKi-tilralecl. \iiollicr result is 
^a< r.itneiiio s reronl-Urcakinfr first 
■ |il.rlcr there, 21 , ahead of the 
-ami' | it- kxI last \,. ar . and the up- 
nliiiues. lis nn oi h r indica- 



tion of how creative use of sound can 
mine merchandise. 

As of last February, Sacramento's 
advertising, totally in radio since 
has revolved around the sound 
it makes when poured from the can — 
nami'h, "It's so rich it plops." 
Harked by a deadly serious announc- 
er's ''March of Time'' delivery, the 
e.t. s demonstrate variation in Sacra- 
mento plops when poured into all de- 



scriptions of drinking vessels from 
different heights. 

The manufacturer, Bercut-Richards 
Packing Co. of Sacramento, Calif., 
its New York broker, J. Houck & Co., 
and the Lawrence C. Gumbinner ad- 
vertising agency are having a lot of 
fun with this whimsical approach to 
the product's distinguishing charac- 
teristics — -profitable fun at that. Says 
agency v.p.radio/tv director Paul 
Gumbinner, "It has proved a wonder- 
ful way to express the superiority of 
Sacramento and hold the radio audi- 
ence's attention." 

The media strategy involves a one- 
two punch found effective by Gum- 
binner for a number of its radio ac- 
counts. Two stations are in action 
most of the year, one selected pri- 
marily for its merchandising prowess, 
the other because of quantity and/or 
quality of audience delivered. 

During the first 13 weeks of its 
new campaign, Sacramento was on 
W'NBC (formerly WRCA) for 37 
spots a week, and aired 14 weekly an- 
nouncements over WNEW. The fol- 
lowing 13-week foray, currently un- 
derway, is in the hands of WOR, 
which carries 14 spots a week, and 
WQXR with a total of 18. 

The merchandising portion of the 
job has been handled primarily by 
WNBC in the first flight, then by 
WOR. They work closely with the 
chain stores to obtain for Sacramento 
special displays, advantageous shelf 
position, window streamers, and other 
point-of-purchase aids, plus inclusion 
in the chains' newspaper ads. Sacra- 
mento's broker, Houck, keeps posted 
on the timing of this activity and con- 
tacts the chains in regard to stocking 
up on the product for a coming push. 
Houck arranges to have cooperating 
chains mentioned in the radio com- 
mercials. 

Sacramento buys all minutes. They 
run Monday through Saturday more 
or less evenly distributed over the 
morning, early afternoon, and early 
evening hours, to reach a broad audi- 
ence. Housewives constitute the prime 
target, but the advertiser also goes 
after male support. "We're delighted 
to have the man specify Sacramento 
to his wife or order it in restaurants, 
plain or as part of a Bloody Mary 
cocktail," states Paul Gumbinner. 



It 
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Thus Sacramento buys early a.m. 
traffic time spots and 6-7 p.m. news 
strip adjacencies as well as the more 
housewife-oriented late a.m. and early 
afternoon slots. And, further to in- 
sure a broad audience the advertiser 
changes stations after every 13-week 
cycle. 

The Sacramento radio commercials 
lead off with 20 seconds of tran- 
scribed plop sound effects, described 
with journalistic urgency by the an- 
nouncer. Here's the script for one of 
the three variations now in circula- 
tion: 

Announcer: Listen — to Sacramento 
Tomato Juice plopping into a glass 
from a height of two inches. 

Sound: PLOPPING OF JUICE IN 
GLASS 

Announcer: A louder plop as Sac- 
ramento Tomato Juice plops into a 
glass at 12 inches. 

Sound: SAME— LOUDER 

Announcer: Two feet! 

Sound: LOUDER 

Announcer: Three feet! 

Sound: EVEN LOUDER— GLASS 
CRASHES 

Announcer: This message has been 
brought to you as a public service by 



people who love Sacramento Tomato 
Juice. 

The other e.t.'s find Sacramento 
being plopped into a mug, an earthen- 
ware jug, and the piece de resistance, 
a champagne glass sitting on a bass 
drum. It gets poured with the left 
hand, plopping with the same sound 
as with the right, but when poured 
with both hands gives off greater vol- 
ume, while the announcer exclaims, 
"Notice — when you double the 
amount of Sacramento Tomato Juice 
pouring into a glass — it plops twice 
as loud!" 

Tom Lisker, copywriter behind 
the Sacramento campaign, says, 
"We've added a visual dimension to 
radio commercials. All of this pour- 
ing, with the left hand, or both hands, 
into different kinds of containers, 
gives the listener a visual image. 
This should make much more of an 
impression than a purelv audio ef- 
fect." 

The remaining 40 seconds of the 
Sacramento commercials are presided 
over by the station personality on the 
air at the time. He is provided with 
fact sheets and sample scripts, but is 
urged to get the message across in his 



own way. Gumbinner believes in fully 
using the talents which have put these 
personalities over with the public. 

"Those d.j.'s who go in for humor 
have had a ball with this campaign," 
Gumbinner relates, "and it isn't un- 
usual for them to enjoy themselves so 
much they run overtime on our com- 
mercials. While the newscasters for 
the most part play it straight, even 
some of them such as WNBC's Ken 
Banghart can't resist having a little 
fun with the copy." 

Can after can of the product was 
used in putting together the e.t.'s. 
The sounds were built around use of 
the actual juice, but eventually some 
"sound mixing" was needed to bring 
thein out more vividly. For instance, 
pouring with both hands into the 
same glass tended to produce a great- 
er number of plops but not neces- 
sarily plops that were twice as loud 
as with one hand. So the Sacramento 
crew made separate recordings of one 
can being poured into a glass and 
mixed them for heightened sound. 

Under wraps at the agency is a new 
series of plops to mystify and delight 
the radio audience on behalf of Sacra- 
mento come next fall. ^ 



SOUNDS at work for Sacramento Tomato Juice. Agency radio/tv director Paul Gumbinner (I) records plops emitted when tomato juice is 
poured into glass by copywriter Tom Lister. This is crux of whimsical nsw radio campaig.i for juice that's "so rich It plops when you pour it" 






SOAPSUDS in Lawrence tv studios concealed fourth clue among the 10 which led to hidden treasure: a Volkswagen car for 
top winner, color tv sets, mink stoles, cameras, air conditioners, projectors for 25 top winners. More than 500 guests attended 



N. Y. buyers take over the town | 

^ (Irown Stations Treasure Hunt pits 65 five-buyer agency teams seeking clues 
leading to 2o prizes. They scoured 10 sites, from flea circus to Empire State Bldg. 



at nias well be New York's 
l>ifi«i*-!»t bu\ ing spree took, place a 
fortnight ago in the midst of Central 
I'ark as more than 300 buyers and 
media executives from ad agencies 
vrainlded around midtown Manhat- 
tan in an effort to win top prize? in 
the Crown Nations' treasure hunt. 
Ml told, the guests numbered about 
but <,rd\ agenrs media executives 
v> i iv led to participate in the 
' tl ■ ! a^un ranging from a 
^ u r thn u<di mink stoles 

ir unditioners and 
r<>j* I 1 Cn *N met in the 
■»rdei area of the Ta\ern 



on the Green for a cocktail reception, 
when they were given their first clues 
to the hidden treasure, and then sent 
on their way in 65 cahs. The sprint- 
ing was spirited and the search com- 
petitive, with prizes for the five teams 
returning the soonest to claim their 
reward. 

All in all. 65 teams of five persons 
each participated, with five of the 65 
coming in for prizes. Everyone left 
a winner, though, as Washington jel- 
lies, jams, cheeses were distributed. 

1 he first of five team winners won 
a \ olkswagen car and four color tv 
sets, with each of the five team mem- 



bers on the second squad receiving a 
mink stole (see picture captions). 

Team winners for the three other 
teams not mentioned in the picture 
captions follow. Air conditioners: 
Jack Mitchum, B&B; Frank McCue. 
D-F-S: Marcia Roberts, Y&R; Al 
Randal, BBDO; Thorn Leidner, JWT. 
Movie projectors: Greg Sullivan, 
Bates; Len Soglio, Hicks & Greist; 
Hal Simpson, Esty ; Roy Terzi, D-F-S; 
Ethel Weidner. Compton. Cameras: 
Stuart Hinkle, BS.B; Frank Howlett. 
L&N: Stu Eckert, DCS&S; John Eck- 
stein, Wexton; Ann Janowicz, Ogilvy, 
Benson & Mather. ^ 
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iAZERS focused telescope on sign atop 
mpire State Bldg. for another clue. (L to 
ft Roy Terai, D-F-S; John White, Blair- 
V, and Al Mansini, Edward Petry Co. 



i 




BEFORE THE CHASE, this buyer and seller group converged 01 one of four bars (I to r): 
Herb Gruber, Parkson agency; Harold Veltman, JWT; Ruth Bayer, Parkson; John Meskil, 
McCann-Marshalk; Mary Ellen Clark, Morse; Fred Wallin, Blair. Host stations were KING 
AM-TV, Seattle; KGW AM-TV, Portland; KREM AM-TV, Spokane, Wash., for 20 June event 




EEDINfcs of buyers finds Joe Levy sharing 
ocktail plate with Betty Nasse, both of 
5rey Advertising, at reception before the 
wo-hour search around Manhattan was begun 



v\INK TREE was one of donations of the 
Irown Stations group, president of which is 
vlrs. A. Scott Bullitt, who welcomed guests 
it Central Park's outdoor Tavern on Green 






FIRST among five winning team (I to r): 
Dick Olsen, DCS&S; Gloria Mahaney, 
JWT; Mai Ochs, Grey; Grace Porterfield, 
B&B; Jerry Rettig, Grey (who won the car) 



BALLOONS festooned tables, this one 
with (I to r) Howard Gerber, B&B; Bob 
Silberberg, B&B; Evelyn Jones and Peter 
Dalton, both of Donahue & Coe ad agency 




MEN WON minks, modeled by guests. Winners: Tim Tully, Compton; Bill Warner, Bates; 
Bob Silberberg, B&B; Herb Werman, Grey; Lynn Salzberg, D-F-S. Gene Rayburn was emcee 
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'AIR MEDIA BASICS': WATCH FOR IT 

+ Fonrlrrntli edition of SPONSOR'S annual compendium of radio and tv facts 
fcalurc. ainonji other tilings, a livtiii" of timebuyers in major U. S. cities 



^9 '<>\-i n°- / r Media ft««li<. one 
of llit- >i -1 i-\hau-tixe -oune- uf 
fa t- alx'ui I In- radii tx ail\ t-rti-iivj 
fn Itl. wih -non In- in the hands «>f 
I ux it- ami wllt-r-. 

I In- \ Uli annual edition, scheduled 
fur |«ul>lii alinn the end of Julx. will 
a r am feature fur tin- first tinit- since 
l*)."i7. Tunc! uxers of the I .>.. a com- 
prehensixe li-ting of air media buxer- 
iu thu-e marked accounting for near- 
l\ all national adxertising on the air. 
The tiniebuxer- lUting will start in 

lir l/er/ifl Basics and will be con- 
tinued in succeeding i-sues of the 
wecklx >i'<>N-i)R during the month? of 

Nu^ust and >epteml er. 

More tightlx organized than ever 
and containing both new and up-dated 
material, the new edition will con- 
-i-t of four section- Timebux ing 
Basics. Kadio Basic-. Television Ba- 
sics and Film 4> Tape Basics. 

Designed for ease of use. the book. 



which will contain 250-odd charts in 
addition to its listings, conies replete 
with indexes and sub-indexes plus 
t >pic identification on each page. 

The huge mass of material is 
heaw with audience data and mate- 
rial on costs and expenditures in the 
air media. But there is also a vari- 
etx of other useful data. This in- 
cludes material of a how-to nature, 
tools usable in the everyday routine 
of buxers and concise summaries of 
important trends. Typical charts 
from Air Media Basics can be found 
on the next three pages. 

Do vou knoxv what "viewing group 
analvsis" is and what it can tell you? 
See Timebuving Basics. Do you want 
some notion of what percent of a 
market's home- a station can reach in 
a week? See Radio Basics. Do you 
need some background material on 
football audiences? See Television 
Basics. 



The w ord '"basics"' is not used care- 
lesslv in the fact book's name. There 
is a wealth of basic data on radio 
and tv in general, such as hour-by- 
hour sets in use. radio and tv owner- 
ship bv vears. set production by 
years. advertising expenditures by 
various industries, average network 
ratings bv program type and the like. 

Here is a more detailed rundown 
of the four major sections: 

Timebuying Basics: This will in- 
clude data on general advertising ex- 
penditures by major clients, national 
and local ad trends, cost estimators 
for spot radio and tv, tools for time- 
buvers. illustrations of some of the 
more technical factors in understand- 
ing ratings and general coverage data 
to help understand the reach of radio 
and tv stations under various condi- 
tions of power, channel number and 
terrain. Timebuyers of the U.S. w ill 
be in this section. 

Radio Basics: Among the areas 
covered will be radio home owner- 
ship bv years, regions and county 
size, set production bv vears and type 
of set, data on spending by advertis- 
ers and by various sectors of the ra- 
dio medium (spot, network and lo- 
cal I. material on fm (such as listen- 
ing patterns, audience characteristics, 
set production, set penetration), out- 
of-home listening, network patterns 
and cumulative audience data on spot 
radio. 

Television Basics: As in Radio Ba- 
sics, there will be home ownership 
data by years, region and county size, 
viewing figures looked at from differ- 
ent angles (by hours, by home, by 
day part, by month, etc.). color tv, 
network patterns and various break- 
downs of tv expenditures. 

Film & Tape Basics: Besides giv- 
ing the complete rundown of results 
from the 1st American Tv Commer- 
cials Festival & Forum, there will be 
a variety of facts and figures on syn- 
dications costs, users and producers, 
plus facts on tape and film. ^ 



HERE'S 'AIR MEDIA BASICS' INDEX 



1TIMEBUYING BASICS — In addi- 
tion to featuring "Timebuyers of 
the U.S.," this section will con- 
tain material on general adver- 
tising expenditures, cost estimators for 
spot radio and tv. a variety of tools for 
timebuyers. explanations of some of the 
more technical factors in understanding 
ratings, and data on station coverage. 



2RA0I0 BASICS — Details on both 
in-home and out-of-home listen- 
ing will be included in this sec- 
tion. Also, there will be data on 
spending in the medium, a new sub- 
section on fm which will go into audi- 
ence characteristics, set production and 
penetration: network patterns, radio di- 
mensions, cume audience data on radio. 



3 TELEVISION BASICS — Included 
wi be dimensions of the medi- 
um, various material on viewing 
habits, a number of pages on 
color tv. spending by major advertisers 
in both spot and net. net programing 
patterns, set production and set sales 
figures, tv spending by industries, agen- 
cy expenditures, cume audience data. 



4 FILM & TAPE BASICS — Among 
the areas covered will be syndi- 
cation costs by market, lists of 
syndication users and what they 
use, lists of commercial producers and 
their specialties, stations equipped with 
tape, tape producers, etc. In addition 
there will be listing of winners from 
the Tv Commercials Festival & Forum. 
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TELEVISION ( A Preview of 'Air Media Basics') 

How television usage varies by months of the year, day and night 
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T'ertf'eiif tv 1 

l \ . A I V ill L* 1 




watching per avg. minute 


B 


MONTH 


DAILY HRS. 




(M-F) 




(ALL DAYS) 


1 


.fay 1959 


4 hrs. 


31 min. 


6 a-m —6 p m 


13.2 


6 p.m. -mid. 


41.7 


H 


June 1959 


4 hrs. 


17 min. 


6 a.m. -6 p.m. 


14.0 


6 p.m. -mid. 


38.3 




July 1959 


4 hrs. 


10 min. 


6 a.m. -6 p.m. 


12.5 


6 p.m. -mid. 


34.6 




Aug. 1959 


4 hrs. 


10 min. 


7 a.m. -6 p.m. 


16.1 


6 p.m.-l a.m. 


33.9 




Sept. 1959 


4 hrs. 


35 min. 


7 a.m. -6 p.m. 


16.2 


6 p.m.-l a.m. 


39.0 




Oct. 1959 


5 hrs. 


3 min. 


7 a.m. -6 p.m. 


17.1 


6 p.m.-l a.m. 


41.7 




Nov. 1959 


5 hrs. 


25 min. 


7 a.m. -6 p.m. 


18.0 


6 p.m.-l a.m. 


17.0 




Dec. 1959 


5 hrs. 


31 min. 


7 a.m. -6 p.m. 


18.8 


6 p.m.-l a.m. 


46.9 




Jan. 1960 


5 hrs. 


59 min. 


7 a.m. -6 p.m. 


21.5 


6 p.m.-l a.m. 


50.4 




Feb. 1960 


5 hrs. 


52 inin. 


7 a.m. -6 p.m. 


21.2 


6 p.m.-l a.m. 


49.8 




Mar. 1960 


5 hrs. 


47 min. 


7 a.m. -6 p.m. 


21.5 


6 p.m.-l a.m. 


48.4 




Apr. 1960 


5 hrs. 


23 min. 


7 a.m. -6 p.m. 


19.7 


6 p.m.-l a.m. 


45.7 



Source: Nielsen Tv Index 
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How viewing differs in Eastern, Central, and Pacific time zones 
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Percent homes using tv hy zones, March, 1960 



Viewing habits by hours vary great- 
ly in different time zones, as shown 
by ARB figures at right and below. 
This is particularly noticeable during 
the morning and late evening. Per- 
cent-of-homes figures cover hour be- 
ginning at time shown top of column 



ZONE 


6 P.M. 


7 


B 


9 


io 


11 


M ID. 


Eastern 


40.8 


55.3 


64.3 


67.0 


52.2 


23.0 


12.4 


Central 


52.9 


61.3 


66.4 


59.4 


33.9 


17.3 


5.4 


Pacific 


61.4 


58.2 


65.0 


63.4 


42.9 


16.5 


8.6 
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Percent homes using tv by zones, March 1960, Monday thru Friday daytime 



ZONE 


7 A.M. 


B 


9 


10 


n 


N 


1 P.M. 


2 


3 


4 


5 


Eastern 


9.4 


17.7 


16.6 


15.0 


22.0 


25.2 


20.3 


20.3 


20.2 


27.9 


33.7 


Central 


9.0 


15.0 


16.2 


20.8 


21.2 


24.0 


19.6 


19.5 


22.0 


28.1 


32.6 


Pacific 


5.8 


8.2 


8.0 


10.2 


14.2 


17.5 


11.5 


10.6 


11.8 


16.3 


25.2 
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Average viewing time, morning, afternoon and evening 
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Average hours viewing per home per day by day part 



NICHT 



AFTERNOON 



MORNING 



TOTAL DAY 



Mon.-Fri. 


3 hrs. 32 


min. 


1 


hr. 


38 


min. 


43 min. 


5 hrs. 


53 


min. 


Saturday 


3 hrs. 53 


min. 


1 


hr. 


38 


min. 


53 min. 


6 hrs. 


24 


min. 


Sunday 


3 hrs. 32 


min. 


1 


hr. 


19 


min. 


20 min. 


5 hrs. 


41 


min. 


All Days 


3 hrs. 35 


min. 


1 


hr. 


39 


min. 


41 min. 


5 hrs. 


55 


min. 



fj Source: STI, Jan.-Fcb., 1900 
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In-home listening level shows little change through year 



Ax'raiir tlaih hours listening per home l)y months of the year 
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Independent 
stations captured 
bulk of all radio 
in-home listening time 
by last year 



The i hart a! ri 'lit, prepared by A. C Niel- 
» n I ii., show- for ihr fir-I time in 12 
Mar , independent radio stations petting the 
major portion of daily listening hours. Ra- 
dio in home listening hours have Buffered a 
58 r ' dei Tease sinre 1917 w ith networks 
|o«ing 7l r c>, although independents dropped 
«nl> II' - This is due to independent ra- 
dio Retting more than half of daily listening 
hours, a 112 r c inerease over iyt7. 



Avg. hrs. 
listened per 
home per day 



Unaffiliated 



Network affiliates versus independent stations 
April each year 

4.3.3 



3.39 



2.27 



2.08 



Network 




1.90 



50 



1.82 £ 



53 



50 



1947 1951 1955 1957 1958 1959 j§ 



SPONSOR • 4 JULY 1960 



TIMEBUYING ( 1 Pr ^ ieu °f li> Media Basics ) 

The difference between a rating and a share of audience 

ill |*«ll||||llflllllll« Ilillllililllfc.llllilllllllll mi IlilllllhJi i , i li Jlii 

jj A. How to compute share of audience 



i jn, "s , iniaiu 



PROGRAM HOMES 
USING TV 

60.0 



NIELSEN 
AVERAGE AUDIENCE 
TO PROGRAM 



SHARE 
OF AUDIENCE 

100.0 





2ao 













B. How to use share to evaluate programs 



TREND OF 
NIELSEN TOTAL AUDIENCE RATING 



JANUARY 



JUNE 



n.r.% 23.2 



I27 




TREND OF 
AUDIENCE SHARE 

JANUARY 



JUNE 



SHARE X 31.2 



34.6 




Share of audience is necessary to evaluate program performance during summer and seasonal changes. The Lone 
Ranger Show (formerly ABC TV, Thursday 7:30-8 p.m.), as indicated above, although suffering a severe rating 
decline during June, maintained a high share. 



Source: A. C. Nielsen Co. 
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HOWARD 



& Tv wasn't even on the 
scene when he entered retail 
advertising over 30 years ago 

W In five years with TvB he 
has helped huild S280 million 
tv hillings from Main Street 

I n the last two months, Howard P. 
Abrahams, retail sales vice president 
for Television Bureau of Advertising, 
has been piling up air miles (more 
than 35,000) at the rate of a presi- 
dential aspirant. Results of his swing 
through the U.S.: at 17 sales clinics 
which he conducted for TvB, 867 tv 
station executives received a detailed, 
"how-to" blueprint for selling tv to 
retail advertisers. 

Of TvB's nearly 240 member sta- 
tions, 198 were represented at the 
clinics: in fact, it was at these sta- 
tions' request that the clinics were 
held. Now Abrahams and his TvB 
retail sales staff are at work in asso- 
ciation w ith the National Retail Mer- 
chants Association on a manual for 
retailers on how to use television. 

The gradual swell of interest both 
from stations and retailers in the me- 
dium leads Norman E. (Pete) Cash, 
president of TvB to predict that by 
1970 local advertisers in the U.S. will 
be investing SI. 5 billion annually in 
tv. Last year local advertisers showed 
their interest in tv to the tune of 
S280 million. 

It is more than coincidence that 
most of this interest has set in since 
1955 I a recent NRMA survey showed 
that two out of three retailers using 
tv today started since that year), at 
which time TvB began the militant 
missionary program of spreading the 
tv story to local merchants. 

Late in 1955, with almost 30 
years of steady employment in the re- 
tailing and retail advertising busi- 

TALKING TURKEY: Howard Abrahams, TvB 
vice president of retailing, males a point for 
tv advertising as the medium for local stores 
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ABRAHAMS: TvB'S RETAIL MAN 



ness behind him, 51-year-old Howard 
Abrahams decided to slow down the 
pace by becoming a consultant to a 
limited number of retailing accounts. 
One of his first assignments as a con- 
sultant was from OIlie Treyz, then 
president of TvB. It led to another, 
and another. "Why not just come to 
work for us?" Treyz suggested. Re- 
calls Abrahams, "I guess I was se- 
duced." At any rate, what started as 
a slow-down has turned into a speed- 
up for him. He joined TvB on 1 
January 1956 as director of retail 
sales, was elected vice president in 
November 1958. 

What are the problems which 
Abrahams has faced at TvB in pro- 
moting tv to retailers? First, there 
was something close to resignation on 
the part of many tv stations to the 
belief that department stores would 
always remain in the newspaper 
camp. Next, there was the convic- 
tion of many department stores and 
specialty shops that tv was not their 
medium, and even if it was, there was 
still confusion about how it could be 
used. 

"Store advertising managers," 
Abrahams told SPONSOR, "had been 
print-indoctrinated. New people com- 
ing into store ad departments were 
trained by people who had been 
brought up in print. What's more, 
these new people had been trained in 
schools where they were not educated 
in line with other than print media." 
As a case in point, until 1959, one 
of the most widely-used retailing text- 
books — "Retail Advertising and Sales 
Promotion" (Prentice -Hall) — had 
only three pages devoted to tv. To- 
day, the new edition contains a whole 
chapter on television — credited to 
Abrahams. 

The recent TvB clinics — plus a lot 
of previous missionary work among 
retailers — has been aimed at easing 
the problems. The station execs were 
advised to get to know more about a 
store operation. "There's no use try- 
ing to sell tv to a department store," 
Abrahams says, "unless you speak 
store language." 

Apparently many are beginning to 
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INVESTOR COURSE: At a recent TvB clinic, the chart above was one of many slides that 
Abrahams used to demonstrate an imaginary presentation to an imaginary department store 
doing $12 million annual sales volume. He does not mind calling store promotion "publicity," 
and here, with a $420,000 "publicity" budget, shows how to plan for $63,000 of it in tv 



CONSISTENCY: Another slide from the same TvB clinic demonstrates the peaks and valleys 
of department store sales through the year (line of demarcation in middle of chart) and 
points up how a store can plan to sell with tv with $42,000 schedule of spots and a $21,000 
tv show on 52-week basis that both follows the seasonal pushes and delivers year round 




3 5% 

TOTAL PUBLICITY TV 
EXPENSE 15% OF $420,000 




$420,000 $63,000 ™ 
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learn. I he -nine \UM\ >nru'\ re 
fi'irol In before allows, tlial W, of 
ri-lmliT* queried arr u^inj; h now. 
Nation- (ire heiMiinilip In learn rc- 
liiilni).. anil retailer* an- be^innin" to 
■•el the haiifi of h<>\s to um' television. 
Tin- proee»>. howexcr. lias been very 
gradual. One s-toie in a market lie- 
filli* lo u-e l\. ( iiiiipclilor stores sit 
Inn k ami watch for results. \\ lien the 
results are \\ell-pro\en. in thc\ conic 
loo. 

lor iliis reason. T\ It lias launched 
the firsl of a series of "test lahs for 
l\ " This one is tin' Patterson rletch- 
er More in Fort Waviie, a men's spe- 
cials -lore with some women's and 



children's soft goods added. This 
"lab" is of interest, not only to other 
mens sptialt} shops hut to all de- 
partment stores since, according; to 
\hrahams, men's furnishings are the 
second highest profit department. 
The No. 1 profit department of a 
store is women's foundation gar- 
ments. 

Still another indication that local 
advertisers are heconiing increasing- 
ly curious ahout the new medium of 
tv is that the National Retailers Mer- 
chants Association has recently set 
up a television committee. 

Behind the activity are a numher 
I /'/ease turn to page 67) 



HOW TO SELL TV TO RETAILERS 
—TIPS FROM THE TvB CLINICS 

MEDIA COMPARISON: Compare tv station and 
local newspaper circulations not only for the retail trading 
area counties but for perimeter counties to emphasize the 
dwindling coverage of the newspapers in suburban areas. 

BASE PITCH TO BUDGET: Try to start a new 
store account in tv with at least 15' c of its annual over-all 
ad budget. Divide up this tv budget into two parts: (1) a 
year round buy of a tv news show, for example, and (2) 
announcements for important sales events and seasons. 

RECORD KEEPING: Get store ad dept. to keep a 
scrap book of its tv commercials (scripts and rough story- 
boards). This is similar to keeping files of print ads. 

MILKING THE GLAMOR: Get store to tie in 
all other advertising efforts such as newspapers, direct mail 
and window or aisle displays with its tv advertising. Thus 
they run take advantage of the glamor of television. 



HELP WITH COMMERCIALS: Remind ad 
managers that three items featured in any 60-second an- 
nouncement are plenty, llso it is a good idea to prepare 
series of film, tape or slide intros for commercials that are 
geared to special store events throughout year; these may 
be 20 seconds, leaving 10 seconds for showing items. 



NIGHTTIME NEARS 
100% SELLOUT ON 
COLUMBIA RADIO 

N ight radio, in spite of the fre- 
quent cynical comments about it, con- 
tinues to produce its share of bright 
spots in the air media picture. 
Case in point: WMSC, Atlanta, which 
at SPONSOR presstinie, had sold 90% 
of its night hours, with the remaining 
10'/ practically in the bag. Here's 
how they did it. 

Originally operating from a drive- 
in restaurant, the station decided to 
go it alone, when some two months 
ago it changed its music format in the 
7 p.m. to 12 midnight period from a 
Top 40 to popular album type. Time 
was sold in minimum segments of 
quarter hours, priced at about 60% 
of normal daytime rates. While this 
represents slightly over 25% of the 
station's broadcast day, in terms of 
gross revenue it will yield a sizeable 
20/{ when completely sold out. 

Night hours from Monday through 
Friday, consist of two programs — 
Mostly Music (7-10 p.m.) and Late 
Date (10:30 p.m. -midnight) which 
are handled on alternate nights by 
two young, but solid air personali- 
ties, Bill Brown and Al Newman. 
(One music program, 7 p.m.-l a.m. 
comprises the Saturday night fare.) 

Placing a 15-minute segment limi- 
tation, "firmly establishes sponsor 
identity and enables commercials to 
become part of rather than a 'break' 
in *he program," says president and 
general manager Wally Martin, add- 
ing that further identity is sustained 
by both d.j.'s who call every sponsor 
and air most commercials from fact 
sheets for an authentic and personal 
touch. 

Variety of sponsors include drug- 
stores, restaurants, a shopping center, 
beer distributor, and miniature golf 
course, all of whom rely chiefly on 
the personality of both d.j.'s plus the 
appeal-to-all-age group music format. 
And while night rates appear to differ 
considerably from those of daytime, 
"it pays off pretty quickly," says 
Wally Martin, anticipating that "20% 
of gross revenue practically in the 
palm of our hand." ^ 
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TV BASIC^JULY 

Network tv's 'qualitative' picture 



^ Latest Trendex audience figures summarize program 
selectivity, frequency of viewing, sponsor identification 



^A^ith the network tv season now 
in the history books, admen are re- 
viewing the qualitative data which 
emerged from audience figures. 

Here are some of these summaries, 
as provided in Trendex's last report 
covering the late winter: 

• Quiz and panel show T s are, sur- 
prisingly, viewed most regularly. 

• Variety-comedy-music formats 



have the highest sponsor identifica- 
tion. 

• Women still tend to select the 
majority of tv programs. 

The Trendex figures, done only in 
competitive markets, provide a deep- 
er glimpse of the tv audience than 
usually afforded by ratings. 

These are among the highlights: 

Program selectivity: Women 



choose, in order of preference, quiz 
and panel, half hour dramas, variety- 
comedy-music, hour dramas, and situ- 
ation comedies. Teens are not a 
prominent factor in program selec- 
tion. Nor are children, except for 
situation comedies. 

Frequency of viewing: Seventy- 
four percent viewed quiz and panel 
shows regularly. Westerns and situa- 
tion comedies tied for second place 
(66%). 

Sponsor identification: Sixty-eight 
percent of the people could identify 
variety-comedy-music. Mystery, ad- 
venture and western fared lowest. ^ 



1. THIS MONTH IN NETWORK TV 



iiiiiiiiiiiiiiiiiiiiiiiiiiiii! 



III! VV 



Political conventions: network time schedules, costs, sponsors 

The tv networks, during the two weekly periods of 11 July and 25 July, will devote at least a total of 120 hours covering 
the two political conventions. CBS TV sold its $6 million package to Westinghouse (Ketchum, M&G) . NBC TV sold sixths, 
at §600,000 each, to B. F. Goodrich (BBDO) , Brown & Williamson (Bates), Lipton Tea (SSCB), and Field Enterprises 
(KM&J) and a twelfth to Cowles Magazines (Look), Inc. (McCann) . ABC TV, asking $500,000 for a sixth, at presstime 
sold a twelfth to 20th Century-Fox (Chas. Schaifer) and one participation to Du Pont (BBDO) . Below, the time schedules: 



DEMOCRATIC CONVENTION 



\BC TV 



CBS TV 



NBC TV 



3 July, Sun. 


5-5:30 p.m., Convention Preview 






9 July, Sat. 


10:30-11 p.m., Convention City 




9:30-10:30 p.m.. 

Convention Preview 


10 July, Sun. 


7-7-30 p.m.. These Are The Men 


6-6:30 p.m., Preview 




11 July, Mon. 


8 p.m.-12 mid. 


8 p.m.-12 mid. 


8 p.m.-12 mid. 


12 July, Tues. 


7-11 p.m. 


7 p.m.-l a.m. 


7 p.m.-l a.m. 


13 July, Wed. 


6-11 p.m.; 1-3 a.m. 


6-11 p.m. 


6 p.m.-2 a.m. 


14 July, Thurs. 


3-9 p.m.; 11 p.m.-2 a.m. 


7-11 p.m. 


6-11 p.m. 


15 July, Fri. 


10-11:30 p.m. 


10-12 mid. 


9 p.m.-12 mid. 


REPUBLICAN CONVENTION 


23 July, Sat. 


10:30-11 p.m., Convention City 




9:30-10:30 p.m., 

Convention Preview 


24 July, Sun. 


7-7:30 p.m., These Are The Men 


6-6:30 p.m. 




25 July, Mon. 


11 a.m.-12 N; 8 p.m.-12 mid. 


11 a.m.-2 p.m., 
8:30-11:30 p.m. 


11 a.m.-2 p.m., 
8:30 p.m.-12:30 a.m. 


26 July, Tues. 


8 p.m.-12 mid. 


8:30 11:30 p.m. 


8:30 p.m.-12:30 a.m. 


27 July, Wed. 


8 p.m.-12 mid. 


8:30-11:30 p.m. 


8:30 p.m.-12:30 a.m. 


28 July, Thurs. 


8 p.m.-12 mid. 


8:30-11:30 p.m. 


8:30 p.m.-12:30 a.m. 


iiiiiiiiiiiiiiiiii iniliiiiiiiiiiiiiiiiiUiiiiiiuiiii 


lilliinii 1 ' 


' ilili Blllllilllllir iilllllMi-'ll 
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(£. NIGHTTIME C O M P A R 



600 



«30 



740 



730 



800 



830 



940 



930 



10:00 



1030 



* SUNDAY 

ABC CBS NBC 



FYI 

• i-i 
Convention! 

( • I" 7 :i; 

0 6 3U) 



Meet The Prev 
Manhattan Hhlrti 
(Daniel & 
Ctiarleal 

I L IS. 5O0 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



No ne) service 



Twentieth 
Century 
rruritiiittt 
ill UcCI 
D F 135.0 



Time Present 
suit 



D Edwards 
Amer Home 

(Rates! 
i tn.'inott 



News 
Texaco (C&Wi 
N-L 16.5001 



D. Edwards 
Am. Home 
(Bates) 
alt 

Philip Morrli 

(Burnett) 
r-fe i» ,6 «»tt 



News 
Texaco (C&Wl 
N-L 18.500ft 



Broken Arrow 
ilmrt (Knox- 
llxtnl 
I w V noo 
These Are The 
Men: 
in " il, 



Lassia 

Campbell Hoop 

iitnnoi 
a r t.i7.ono 



Overland Trail 

(7 81 
Warner -l.*niberl 
(I.amoert & 
Fcailo) 
W-F 131.500 
(hr.) 



No net service 



No net service 



John Daly News 
suit 



D Edwards 
Amer Home 
(repeat feed! 



News 
Texico 
(repeat feed) 



John Daly News 

It] it 

Convention? 

( ?/l »l 7 HI 



D Edwards 

Am. Home alt 
Philip Morris 

III H. I (M ill 



News 

Texaco 
'repeat feed) 
Convention? 

17 Id; 1 1 am) 



Maverick 

1 7. SO- l:SOI 
Kaiser Co (TAR) 
Drackett (TAR 
,w-r 178.000 



Dennis The 
Menace 

Kellosilliurnett) 
licit Foods 
(C.n&BI 
8c F 136.000 



Overland Tj ail 



Cheyenne 
(7:30 8:301 
Ralston (Oard.) 
Am. Chlele 
(Bates) 
Rllchl* (K&E) 
W-F 183.500 



Kate Smith 
Show 

Am. Home 
(Rates) 
Y-L 127,000 



Riverboat 

(7:30-8:30) 
Del Monte 
(McCann B.) 
A-F 172. 



Bronco 
(alt trks 

7:3n-B:30I 
Brn & Wmsn 
Gen Mills (DFS) 
OOOjDuPont (BBDO) 
W-F 182.000 



No net service 



Laramie 

(7:30-8:30) 
Philip Morris 

(Burnett) 
Collate (Bates) 
W-P 185.OO0 



Mavarick 



Ed Sullivan 
(S-II 
Collate (Bateal 
all Kodak (JWT) 
V-I. 185.800 



Music On Ice 
(8-9) 
sust 



Cheyenne 
Johnson & J 

(Y&R1 
P&O (R&R) 
Convention? 
(7/n. r/-r,: 

8-12) 



The Texan 
Brown & Wmsn 
(Ratesl alt 
All State 
(Burnett) 
W-P 137. nno 
Convention? 
(7/11; 8-12) 



Riverboat 
Convention? 

(7/11; 8-12) 



Sugarfoot 
(alt wks 

7:30-8:30) 
Catenation 
(EWRR) 

w-f moot 



Peck's Bad 
Cirl 

sust 



Laramie 

Del Monte 
(MeCann-E.) 
Convention? 

(7/2G; 8:30- 
12:30) 



Law Man 

R J Reynolds 
(Rain 
Whitehall 
(Rata*) 

I w r tt i. ooo 



Ed Sullivan 



Music On Ice 



Bourbon St. Beat 
(8:50-0.301 
Rrn & Wmsn 
(Bates) 
A-F 180.500 



Father Knows 
Best 

Lever (JWT) alt 
Scott (JWT) 

Se- F 139.000 
Convention? 

(7/25: 8:30- 
11.30) 



Wells Fargo 
Amer Tobacco 
(SSC&R) lit 
P&O (R&BI 
W-P 147. 00( 
Convention? 
(7/25; 8:30- 



Wyatt Earp 
Oen Mllla (DFS) 
•It P&O 
(Compton) 
Alberto Culver 

(Wade I 
W-F 140.000 



Dobie Cillis 
Pillsbuir 
(Burnett) 
alt 

Philip Morris 
(Burnett) 
Sc-P 337,000 



Cas Co. Playhsc 

Amer. Gas Assn. 

(L&N) 
Dr F 314.00C 

alt wks 
NBC Playhouse 



The Rebel 

t<*.MlDFH> 
alt 

PAO (TAR) 
I W-F H1.SO0 



C. E. Theatre 

Geo Electric 
(Rnl)OI 

Dr r m.ooo 



The Chevy 
Mystery Show 
IB 101 
Chevrolet 
(Camp- PI 
V-L 160.000 



Bourbon St. Beat 
Reynolds Metal 

(LAN) 
DuPont (RRDO) 



Danny Thomas 
Gen Foods 
(BAB) 
8e-P 147.500 
Talent Scouts 
(SR)t (8/1 SI 



Peter Cunn 
Bristol-Mjeri 
(DCS&SI alt 
B. J. Remolds 

(Eatj) 
My-F 1S»,00( 



The Rifleman 
Miles Lab 
(Wade) 
P&O (B&B) 
W-F !38.onn 



Tightrope 
J. B. Williams 
Co. (Parkson) 
alt 

Am Tob (SSCB) 
My-F 339.00H 



Richard 
Diamond 
P. Lorillard 
(L&N) 
alt sust 



Tha Alaskans 

K 30 lo-soi 
l-*M VI. y. 

Win. ir rVII 
I .<-n F.I HA II 
1'i.lk Miller 

< A r ttt.aot 



Hitchcock 
Presents 
Bristol -Myers 
(TAR I 
My F I33.0K 



The Chevy 
Mystery Show 



Adv. In Paradise 

(«:3n-10:30) 
Reynolds Metals 

(L&N) 
A-F 180.000 



Ann Southern 
Gen Poods 
(B&B) 
Sc-P 140.000 
Spike (ones 
Show 
(SRIt (8/1 S) 



Alcoa-Coodyear 

Theater 
Alcoa (FSR) a( 
Goodyear (T&R 
Dr-F 330.00I 



Colt .45 
Chevrolet ICE) 
Armour (FC&R) 

Whitehall 
.Bales) 
Bm&W (Bates) 
W-P 118,000 



Comedy Spot 
Pet Milk 
(Gardner! 
alt 

8. C. Johnson 
(NL&B) 
Sc-F !H.00< 



Arthur Murray 
Sterling (DPS) 
V-L 330.00 



The Alaskans 

rberrolot 
(Camp. ■ K 
DuPont (III. DO 



Lucy In 
Connecticut 

Lexer (J\VT( 
Sc F tt2,000 



Loretta Young 

Tonl (NorUil 
alt Wamer Larr 
tLam A Feasley) 
Dr- F H».50( 



Adv. In Paradise 
Gen Fds. (BAR) 



Hennessey 
Lorlllard (LAN) 
alt 

Gen Foods 
(T&R) 
Sc-P 330.000 
New Comedy 
Showcase 



Purex Specials 

(10-11) 
Purex (Weiss) 
Dr-F S22.).0lpi 



Alcoa Presents 

Alcoa (FSB) 
Dr-F 335,000 



Johnny Staccat< 

Alberto I'ulr 
I Wade I 
* F III. SO< 



Whal's My Lina 
KrHot i 
(RamotM 
Honbeam 
(I'errln Paus) 
Q L 331.000 



No net service 



Ted Mack O 
The Original 
Amateur Hour 
J. R. Williams 
fV (Parkson) 
II 123.001 



i m it ( t / i g) 



June Allyson 

DuPont (BBDO) 
Dr-F 144.000 



Diagnosis: 
Unknown 

(10-11) 
S. C. Johnson 
(NL&B) 
Polaroid (DDR 
Plymouth (Ayer 
My-F S10.0(K 



M Squad 
Am Tob (SSCB 
A-F 331,001 



Purex Specials 



No Net Service 
Convention? 

(7/2G; 8-12) 



Diagnosis 
Unknown 



No net service 



.pnttcn Hoe 



p. 4-. lor u-hadnlr of nHw.,rk rnverace. r-ponsors. and costs. t(SK): Summer replacement, to begin later in Reason. 

Include su.ulnlng. paiuclpat- They do not lnelude eommereials or time eh.rrca. Thii eh.rt covera period 
perage, ahovr costs Including 4 July- 31 July. Program types are indicated as follows: (A) Adventure, 

' Indienca Participation. (C) Comedy, (D) DoenmanUry, (Dr) 



lot or ro-op prorram. OonU refer to average ahovr „ 
ul»«t a>< production Tbey • cross (Includa 16% attney coram, asiom) 



If 



SPONSOR • 4 JULY 1960 



A G R A P H 



4 JULY - 31 JULY 



EDNE 

CBS 


:sday 

NBC 


Tli 

ABC 


IURSDA 

CBS 


kY 

NBC 


FRIDAYS. 

ABC CBS NBC 


SATURDAY^ 

ABC CBS NBC 


vention! 

n 6-n) 


Convention! 

[7/13; 6-2 am) 


Convention]: 

(7/14; 3-9 pm) 




Convention! 

(7/14; 6-11) 






Convention! 

(7/15; 9 am- 
12 mid) 






















News 
Teiaco (C&W) 
N-L $6.500t1 








Edwards 
ome (Bates) 

irter (DFS) 
$9,500tt 


News 
Teisco (C&W) 
N-L $6,500tt 


D Edwards 

Amer. Home 
(Bates) 
alt Philip Morris 

(Burnett) 
N-L jasnntt 


News 
Texaco (C&W) 
S"-L $6,500tt 


D Edwards 
Parliament 

(B&B) 
alt Amer. Home 
(Bates) 


et service 
vention! 
I 7-1 »m) 






No net service 
Convention! 

(7/14; 7-11) 






>! L $».0|0»* 

No net service 


No net service 








Edwards 
«r Horn* 
I Cirter 
Mat feed) 


News 
Teisco 
(repeat feed) 


John Daly News 
suit 


D Edwards 
Amer. Home alt 
Philip Morris 
(repeat feed) 


News 
Teiaco 
(repeat feed) 


john Daly New 
sust 


D Edwards 
Parliament 
alt Amer. Home 
(tmill fiiti 


News 
Teiaco 
(repeat feed) 




ckoning 

30-8:30) 
er. Home 

Bit 3) 

(McCann) 
$18,000 


Wagon Train 
(7:30-8:30) 
Ford (JWT) 
W-F $78,000 


Steve Canyon 
sust 


Invisible Man 

sust 


Law of The 
Plainsman 

Amer. Tob, 

(SSCB) 
P&G (B&B) 
Midas Muffler 
(Weiss) 
Sterling (DFS) 

sejc uiuau 


Walt Disney 
Presents 
(7:30-8:30) 
Hill (Ayar) 
A-L $04. tOC 


Rawhldt 

(7:30-8:30) 
Van Camp 
(EWRR) 
Parliament 
(B&B) 
Namm (C-M) 
W-F $80,000 


Cimarron City 

(7:30-8:30) 
sust 


Dick Clark 

Show 
Beech- Nut 
Lira Savers 
(T&R) 
Mu-L $14,600 


Perry Mason 
(7:30-8:3*) 
Colgate (Batee) 
Parliament 

(B&B) 
My-F $80,001 




Bonanza 

(7:30-8:30) 
Gen. Foods 
(FC&B) 

DuPont (BBDO); 

W-F $7S,00« 


ckoning 
ventionj 

26; 8:30- 
11:30) 


Wagon Train 
X. J. Reynold) 
(EKy) 
Nat l Bise. 
(Me-E) 


Campbell 
(BBDO) 
alt 

Johnson ee J 
(Y&R) 
Se-F $38,000 


Playhouse of 
Stars 

sust 
Convention! 

(7/28; 8:30- 
11:30) 


Bat Masterson 
Sealteat (Ayer) 
Hill Bros. 
(West Coast) 
W-F $38,00n 


Walt Disney 
Presents 

Canada Dry 
(Mathes) 


Rawhide 
Colgate (Bates) 
Pream (B&B) 
Nabisco (Me-B) 

Wrigler 

(EWRR) 
Mutual of Omaha 
(Bozell & Jacobs) 


Cimarron City 


John Cunther's 

High Road 
Ralston (GB&B) 
Dr-F $31,000 


Perry Mason 
Starling (DFS) 
Hsmm (C-M) 


Bonanza l 
segs open 


Into Space 

Tobacco 
3BDO) 
\t«r Sewing 
. (T&R) 
$38,089 


Price Is Right 
Lever (OBM) 
alt Speldel 
(NC&K) 
0-1, Ml. SIM) 
Convention! 
(7/27; 8:30- 
12:30) 


The Real 
McCoys 
P&O (Comptoa) 

Se-F $30,000 
Convention! 

(7/28; 8-12) 


Johnny Ringo 
S, C. Johnson 
(NLB) alt 
P. Lorlllard 
(L4N) 
W-F $36,000 


Producers' 

Choice 
Brls.-Myers 

(T&R) 
alt 

R- J. Reynolds 
(Esty) 

Dr-F $11,000 


Man From 
Blackhawk 
Miles (Wada) 
alt 

R. J. Reynolds 
(Esty) 
W-F S38.0O0 


Hotel D'Paree 

Carter (SSCB) 

L&M (DFS) 
W-F $43,000 


Wichita Town 

sust 


Leave It To 
Beaver 

Ralston (Gardner, 

GB&B) 
Sc-F $30,001 


Wanted Dead 

or Alive 
Rm & Wmtoo 

(Bates) 
Kimberly-Clark 

(FC&B) 
W-F $39.00( 


Man & Challenge 
R. J. Reynolds 
(Esty) alt j 
Chemstrand 

(DDB) 
A-F $36.O0(j 


Millionaire 
ti (Betas) 

{42,000 


Happy 

Kraft (JWT) 
3c-F {23,000 


Jeannie Carson 
sust 


Zane Grey 
S. C. Jobnson 

(B&B) 
General Foods 
(OBM) 
W-F $45,000 


iachelor Father 
Whitehall 
(Bates) 
alt Am Tob 
(Oumb inner) 
fc-F $42,000 


77 Sunset Strip 
(9-10) 
Am. Chlele 

(Bales) 
P&O (Orey) 
My-F $83,001 


Video Village 

P&G (B&B) 
Au-L $5,000 


Play Your 
Hunch 

sust 


Lawrence Welk 

(0-10) 
Podia (Grant) 
Mu-L $45,000 


Mr. Lucky 
Lever (OBM) 
alt Brn & Wmsr 

(Bates) 
A-F $43,0O( 


The Deputy I 
Kellogg (Burnett, 
alt 

Gen Cigar 

(T&R) 
W-F $3».0OO 


i Cot • 

Stent 
Idi (btr) 
•It 
tol-Myen 
DCSS) 

SJ7.000 


Tate 

Kraft (JWT) 
V-F $21,000 


Untouchables 

(9:30-10:30) 
Armour (FCB) 
L&M (Me-E) 
DuFont (BBDO) 
My-F $80,000 


Markham 
Schlitz (JWT) 
alt Renault 
(Kudner) 
ity-F $39,000 


Wrangler 
Ford (JWT) 

lv"-F $23,000 


77 Sunset Strip 
H. Rltchla 
(K&E) 
R. J. Reynolds 
(Esty) 
Whitehall 
(Bates) 
LU&JU 


December Bride 

Gen. Foods 
Sc-F $32,000 


Masquerade 

Party 
Block Drug 
(Grey) 
Q-L $18,000 


Lawrence Welk 


Have Gun. Wil 
Travel 
Whitehall 
(Bates) 
alt Lever (JWT) 
W-F $40,000 


Project 20 1 

(9:30-10:30) 1 
sust 


Steel Hr 
rtt 10-11) 
S. Steel 
SBDO) 

$«0,000 


This Is Your 
Life 

P&O (B&B) 
-L $52,000 


Untouchables 
Ritchie (K&E) 
Carnation 

(EWRR) 


TBA 

<SR)t 


You Bet Your 

Life 
J. B. Williams 
Zo. (Parkson) alt 
Lever (BBDO) 
1-L $53,000 


Robert Taylor 

starring in 
The Detectives 
P&O 
(B&B) 
My-F $45,000 


Twilight Zone 
"en Food (T&R) 

Kimberly-Clark 

(FCB) 
V-F $36,000 


Moment of Fear 

(10-11) 
Lever (SSCB) 
Wr-F $28,000 


Jubilee. U.S.A. 

(10-11) 
-Massev- Ferguson 
(NT-AB) 
Polk Miller 
(Ayer) 
Mu-L $20,000 


Gunsmoke 
LAM (DFS) all 
Sperry-Raad 

(T&R) 
W-F $42,00( 


= 


e Theatre 
»ks 10-11) 
rnitrons 

9BDO) 

m,<m 


People Are 

Funny 
Block (Ray 
Spector) 
llenbrook (DFS) 
l-F $24,000 


Take Good Look 
Dutch Masters 

Clears (EWRR) 
alt open 

Q-L $36,000 
Convention! 

(7/14; 11-2 am) 


To Tell The 
Truth 

H. Curtis 

( Reach - 
McClinton) 
VL $22,000 


*lo Net Service 
Convention! 

(7/28; 8:30- 
12:30) 


Black Saddle 
Carter (Bates) 
Chevrolet 
(Camp-E) 
Alberto Culrer 
(Wade) 
>» » san.noo 

Convention! 
[7 '15: 10-11.30) 


Person to Person 
Carter (SSCB) 
alt All State 
(Burnett) 
I-L $000 
(rratls) 
Convention! 
(7/15; 10-12) 


Moment of Fear 


Jubilee, U.S.A. 
Convention 
City! 

(7/9, 7/23; 
10:30-11) 


No net service 
Miss Universe 

(7/9: 10:30-12) 

P&O (Grey) 
V-L SM'i.mii 


Man From 
Inter pole 

St«rl!nc (DFS) 
A-F $25,00( 



Dram*. (F) Film, (I) Interview, (3) Juvenile, (L) Live, (M) Misc. 
(Mu) Music, (My) Mystery, (N) Newt, (Q) Qniz-Panel. (Sc) Situation 
Comedy, (Sp) SporU, (V) Variety, (W) Western. tNo charge for repeats 



L preceding data means last date on air. S following: date means starting 
date for new show or sponsor in time slot. 
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reason 
why 



SPONSOR 



tops all 

im partial broadcast 
trade paper 
surveys of 
agency /advertiser 
readership 



six out of 

every ten copies of 

SPONSOR 

go to 

readers 

who buy 

or influence 

the buying of 

radio/tv time. 

SPONSOR 
is written 

for them, 
through 

SPONSOR 

they get 
what they need 
to keep f ully 
posted every week. 



/ 

% 



DAYTIME 



C O 




PAR 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



12:15 
12:30 
12:45 



ABC 



SUNDAY 

CBS 



NBC 



Limp Unit My 
■wit 



Looa Uo 0 Ltva 
iu>t 



MONDAY 

ABC CBS NBC 



Red Rowe 
■u>t 



Ok The Co 

■Ull 



J. B. Williams 
Co- »" »■"' 



Dough Re Mi 
suit 



Play Your 
Hunch 
Brn. & Wmsn. 
■It Whitehall 



Colgate 



TUESDAY 

ABC CBS 



NBC 



Red Rowe 
suit 



On The Co 

sust 

J. B. Williams 
Co. tit suit 



Dough Re Mi 

Jergens 
lit, sust. 
sust. 



Play Your 
Hunch 
Colgate alt sust 
Sterling alt 

fTnlent 



ABU 



m 

luit 



Convention* 

<:-•-'•■: 1112) 



I Love Lucy 
■ ust 

Lever alt fust 
Convention? 

t*< 23: 11 am-2 



Price It Right 

sust. 

Starllng - 
alt WhIUhill 



I Love Lucy 

sust 

Gen. Mills alt 
sust 



Met It Right 

sust 



Camera Thraa 
nil 



December Bride 
■nil 



Concentration 
Culver alt 
I*ever 
Mrnnen alt Lever 



December Bride 

sust 



Scott 
alt Tool 



Concentration 

Frtgldalro 
Alberta Colter 



Restless Cun 

Ponds 



Love of Life 

Ksso 
alt i ust 
a mar Home Prod 
alt Nabisco 



Truth or 
Consequences 

Miles 



Restless Cun 

sust. 



Love of Life 
Oeo. Mills 

al t H. Curt is 
Amer Horns 



Truth or 
Consequences 
Nabisco alt sust 
Culver alt sust 



Restless 

imoniz, 1 



Johns Hopkins 
File 7 



Love That Bob 
"it Lai. Johnson 
fc J.. Staley. S. 
Johnson. Lever 



Search for 
Tomorrow 



It Could Be You 

P&G alt sust. 



Guiding Light 



P&G alt sust. 



Love That Bob 

Beech-Nut. Min. 

Maid. Toni. 
Slmoniz. Ponds. 
Hills Bros. 



Search For 
Tomorrow 
PAG 



It Could Be You 

Miles alt sust 



Guiding Light 
PAO 



Love Thai 
Alberto- 0> 
Drackrtt, 

Lew. St 
'onds. Wi 



College Maws 
Canterenca 

Hit 



No net service 



About Faces 

susi 



News 
(1:35. l:U) 
luit 



No net service 
Convention! 

(7/25; U-2 pm) 



About Faces 

Hills Bros. 



No net service 



News 
,1:11-1 -J*) sust 



No net service 



About F 

S. C. Jo I 
Gen. M 



Baseball Came 
of Week 

(partlc. ) des- 
cend.) 



Frontiers of 
Faith 

sust 



vVorld Turnt 

PAO 
Nabisco alt 
Carnation 



No net service 



World Turns 

Sterling alt 

Carnation 



No net service 



Baseball 



TBA 



Day In Court 

Ponds. Sterling. 
Whitehall 



For Better Or 
For Worse 
suit 



Queen for a 
Day 
sust 



Day In Court 

Toni. ].&}.. 
Simoniz. S. C. 
Johnson, B-Nut 



For Better Or 
For Worse 
sust 



Queen for a 
Day 
sust 



Dav In C 

Ei-Lai. 
Vhiteball, 
Johnro 



Baseball 



Major League 
Baseball 
Bayuk >i 
regional 

Hinch Vi 
n-yii>nal 



C*le Storm 

Armour. Ponds 



Art Linklerter 

Lever 
.T. I?. Williams 
Tan Camp 



Loretta Young 

sust 



Cale Storm 

Sterling, Renuzlt 
Lever 



Art Unkletter 
Scott 
alt Toni 
Kellogg 



Loretta Young 
suit 

Young 



Cale St< 
Draekrtt. 
illn. Maid 
, J&J, 
Johns 



Ooen Hearing 
ml 



Major League 
Baseball 

Ltii'iilN siMinsors 



Beat The Clock 

Mtn Maid. Ar- 
mour. Tteerh-Nut. 



Millionaire 
Colgate 



Young 
Dr Malone 

Block alt sust 



Beat The Clock 

Lever, J&J, 
Beech-Nut 
S. C. Johnson 



Millionaire 
sust 



Dr. Malone 

Proctor Elec. 

Plough 
Sterling alt 

P&G (7/12 S) 



leaf The 

J«J. An 
taley, Dr 

S. C. Joh 



Major League 
Baseball 



Who You Trust? 
Lerrr. Armour 
B Nut. J&J 



Verdict Is V(j Ur j 
E.>>so alt. sust 
Aroer Tt 
alt II. Curtis 



From These 
Roots 
sust 



Who Do You 
Trust? 

Ex-Lax. Ponds 
Whitehall 

S. C. Johnson 



/erdict Is Yours 

sust 

Scott alt Toni 



From These 
Roots 
•uit 



Vho You ' 

3rech-Nut. 
Fas. Ex 
JftJ. Tn 
Lever. Dri 



Major League 
Baseball 



American 
Bandstand 

On Mills. Lever 



Brighter Day 
P*(l 



PCA Coll 



Secret Storm 
Amer Home Prod 



Comedy Theatre 
sust 



American 
Bandstand 

Wslch, Lever. 
Gen. Mills 



Brighter Day 
P&O 



Secret Storm 
Gen Mills 



Comedy Theatre 

sust 



Am eric 
Bandsti 

Beech-Nut 
Armour, r< 
Polk Mi 



I ournamcnt 

iT/im: 4 so r.i 

l'ah'l IKAKl 
\Vm*n- hlr-kle 
PS It I 

: I' I. SISO.INKI 



Amer. Band. 
Posltan. Armour 



Edge of Night 
PAO 

R Curtis alt 
S C. Johnson 



Adventure Thea 

sust 



Amer. Band. 
Toni. Hollywood 
Candy. Northern 

War., Plough 



Edge of Night 
PAO 

Sterling 
alt 

Armstrong Cork 



Adventure Thea 
■ust 



Amer. B 
Plough, 
Mills. 1* 
Sollrwood 

Vic* Chi 



I Matty's f under 
Maiiel 
Convction 
Preview t 

: ;i . :. •. 30) 



Face rhc Nation 
■nit 



World Champ. 
Coif 



American 
Bandstand 



American 
Bandstand 
eo-op 



Americ 
Bandsta 



Laaa Ranger 

Oeo MIIU 



College Bowl 

0«n K led lie 



No Net Service 



Captain Gallant 

Gen. Mills 



Rocky & His 
Friends 
Gsn Mills 

Keel Aid 



My FrU 
Flicka 

Gen. J<: 
Kool A 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COM PARAGRAPH 



The network schedule on this and preceding pages (46, 47) 
includes regularly scheduled programing from 4 July to 
31 July, include (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 



\ G R A P H 4 JULY - 31 JULY 



DNESDAY 

IS NBC 



THURSDAY 

A BC C BS JJBC_ 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



Howe 



Dough Re Mi 
tutt 



Jergens 
Block Drug 



Red Howe 
tutt 



Dough Re Mi 

sust 



Red Rowe 
tutt 



Dough Re Mi 



Reekie & |eckk 

I Hit 



Howdy Doody 
Nablteo 
tit tut t 
OontUaBUl 
Baking 



ie Co 

st 

VUllamt 

t sust 



Play Your 
Hunch 

Coty (7/16 S) 
■It sust 
Collate 



On The Co 

tust 



B. Williams 
alt sust 



Play Your 
Hunch 

Colgate 



On The Co 

sust 



Miles alt 
Heinz 



B. Wms. alt 
tust 



Play Your 
Hunch 
'"clgate tit tust 

Colgate alt sust 



Mighty Mouse 
tutt 



Colgata alt 
auat 



Huff & Ready 

tust 

Ow Foods 



i Lucy 
r alt 
It 



Price Is Right 
Frlgldalrt 
lit BUrllng 

leim alt Culler 



I Love Lucy 

sust 
J. S. Steel alt 

sust 



Price Is Right 

Lever alt sust 
Ml In alt 

aust 



I Love Lucy 

Lover tit sust 



'rice It Right 

Lever alt sust 



Lone Ranger 
Gen MUU 



Fury 

SweetJ Co. 



Berber alt 

Kotlak 



Culver alt tust 



tr Bride 
If 



Concentration 
Mllet 



Nablteo alt 

Brlllo 



)ecember Bride 
aust 



Concentration 

sust 
alt Lever 



December Bride 

sust 



Concentration 

Miles alt Lever 



Heinz alt 
Whitehall 



Lever alt 
Brn & Wmtn 



I Love Lucy 
sutt 



Circus ley 
llet alt Nettle 



Settle alt tutt 



if Lift 

» alt 

Milk 

«• Prod 



Truth or 
Consequences 
Helnx 



Restless Cun 
Brackett, Hill, 
C. Johnson 



Love of Life 

sust alt Tonl 



Truth or 
Consequences 

sust 



Restless Gun 

S. C. Johnson 
Draekett 



Love of Life 

Lever 



Gen Mills alt 
sust 



Truth or 
Consequences 

Frig, alt sust 



P&G alt 

WHIifhill 



Sky King 
X^blsco 



True Story 

tutt 
Burllog Drug 



h For 
irrow 



l Light 



Could Be You 
Whitehall tit 
sutt 

Heinz alt 

roetor Elec. 



love That Bob 
rraour. Sterling 
Draekett. Mln. 

Maid. Toni, 
S C. Johnson 



Search for 
Tomorrow 
P&O 



Guiding Light 

p*q 



it Could Be 
You 
Mllet alt 

Nablsec 

pio 



ove That Bob 

Keech-Nut. J&J 
enuzit. Draek- 
ett. Armour. 

P.pn Foods 



Search for 
Tomorrow 
P&O 
Guiding Light 
Eifl 



Could Be You 

Frigidaire 
a lt sust 
P&O alt 
Brlllo 



Qetective Diary 
Sterling Drug 



!WS 

31) tntt 



No net service 



About Faces 

Ex-Lax. Ponds. 
S. C. Johnson 



Jo net service 



News 
(1:15-1:30) tutt 



No net service 



About Faces 

S. C. Johnson 



No net service 



Turns 

Brandt 
lerllnc 



No net service 



As the World 
Turnt 
P&O 
PllUbury 



No net service 



Mo net service 



No net service 



aturday News 

sust 



Mi. Wizard 
■ utt 



World Turns 
PAG 

Gen Mills 
It Stand. Brands 



■Jo net service 



tter Or 
Worse 

1st 



Queen for a 
Day 

sust 



Day In Court 

'oni. Gen. Fds. 
.ever, Draekett. 
J&J. S. C. 

Tohnoon 



For Better Or 
For Worse 

Tonl tit su st 

Lever alt sust 



Queen-Day 

sust 

sust alt Heinz 



Day In Court 

Lever. Armour 
Draekett. Tonl 
Reech-Nut, Ei- 

T„ oi„,„.,;. 



For Better Or 

For Worse 
Lever alt tutt 



Queen for a 
Day 

Nablseo alt tutt 
Culver alt sust 



Baseball Game 
of Week 
Salstsfl. Colgate 
4tato Farm Int. 
en Mills 



i(..m.m' 



nkletter 
Brot 

atlon 
foorar 



Loretta Young 
Nestle alt tutt 



Frigidaire tit 
tust 



Gale Storm 

Beech-Nut. 
>rackett. Lever, 
J&J 



Sl>- 



Art Linklefter 

Lever alt sust 



Pllltbury 



Loretta Young 

Nestle 
alt P&G 



Heinz alt PUG 



Gale Storm 

onds. J&J. Min. 
Maid. Slraonlz 
S. C. Johnson 



Art Linkletter 
Lever Broa 



Loretta Young 

sust 



Bauer & Black 
alt Armstrong 



P&G alt sust 



inaire 
gate 



Young 
Dr. Malone 

Plo ugh. B& W, 
Heinz, Jergens 



eat The Clock 

Johnson & J., 
iraekett, Simoniz 



Millionaire 

Stand. Brands 
alt sust 



Young 
Dr. Malone 

lilet alt Culver 

P&G (7/14 Si 

»"■" 



eat The Clock 

ieech-Nut. Lever 
irmour. Draekett 
Ponds 



Millionaire 
Oolgata 



Young 

Dr. Malon*- 

Coty (7/8 S) 
alt Mennea 



Is Yours 
Brandt 
sust 
ng alt 
UC 



From Tries* 
Roots 
tutt 

Brn. & Wmtn. 
alt s " 5t 



/ho You Trust? 

'onds. Draekett, 
Lever. B-Nut, 
Armour 



'erdict Is Yours 
st erling alt Le rer 

Toni alt 
Amer. Home 



From These 
Roots 

Lever (LTD 
alt sust 



JU12L, 



Who Do Yeu 
Trust? 

Draekett. Ponds 
Staley. Beech- 
ut. S. C. John- 

. i l ll l. IHIUI I UH 



Verdict Is Yours 
Gen Mills 
alt sust 



abisco (7/8 S) 

From These 
Roots 

sust 

Wh IB/91 SI 



•r Day 

to 



Storm 
»a Prod 



( omedy Theatre 
tust 



American 
Bandstand 
ever, Gen MUlt 
leech-Nut. Welrh 

Armour TTollv. 



Brighter Day 
P&G 



f Night 

kO 

Uk alt 

■ltco 



d venture Thea. 

sust 



wood Candy 

Ame. Band, 
lough, Northam- 
Warren. Toni 



Secret Storm 
Hem, Rand 

*MH Bill 



:omedy Theatre 
tust 



Amer. Band. 

Welrh. Gen. 
Mills. Lever, 
oni. Polk Miller 



Brighter Day 
P&O 

Secret Storm 
tmn Honta Prod 



1 omedy Theatre 

sust 



Natl-. Amer. 
eague Baseball 
Gilletta 

n-L S2. 750,000* 



Edge of Night 
P&G 



Adventure Thea. 
tust 



Amer. Band. 

Lrmour, Alberto 
Culver. Plough 



Edge of Night 
P&G 
Lmer Home 
lit 

Sur'lPf 



Adventure Thea 
tust 



American 
Bandstand 
eo -op 
Convention! 

7/14: 3-9 pml 



American 
Bandstand 
•o-op 



PGA Golf 
Tournament 

(7/23; 5-6) 
Pabst (K&E) 
iWmgn -Dickie 



Rocky and 
His Friends 
Gen Mint 



Trarr 



s i-L 



Rin Tin Tin 
Gen .Mlllt 

Kool-Ald 



•These are package prices and include time, talent, production and cable costs. 

tiled programs appearing during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight, NBC, 11:15 p.m. -I a.m., 
Monday-Friday, participating sponsorship; Sunday News 



Special. CBS, Sunday, 11-11:15 p.m.; Today, NBC, 7-9 
a.m., Monday-Friday, participating; News CBS, 7:45-8 a.m. 
and 8:45-9 a.m., Monday-Friday. All time periods are 
Davlight Saving. 



As broadcasting becomes more complex, SPONSOR ASKS: 



What makes a good station rep 




John Blair, pmtdrnl, John Blair & Co.. 
\ru ) ork 

There arc a lot nf good representa- 
tive »jli-Miien in the radio and tele- 
\ i«ion business, not onlv in New ^ ork 
hut in oilier major advertising cen- 
trr». In mv opinion, the difference 
Ix-twtvn a pood salesman and an out- 
standing one is primarilv a matter of 
real interest in his job. enthusiasm 
and the willingness to work a little 
harder than his competitor. 



Cregariousness. 
knowledge of 
his product, 
backed by 
research 



lncenti\es. however, should he 
given In the firm he works for. for 
this is helpful in developing the quali- 
ties mentioned above. 15) incentives. 
I mean that a major share of his in- 
come should accrue to him through 
the commission route — profit shar- 
ing -n that he has the feeling that as 
the companv grows, he also partici- 
pate* in its growth and rewards — 
and if possible, a stock interest, which 
give* a man the feeling of ownership 
plus the added seruritv that it brings. 

1 think it is taken for granted that 
an able salesman should be a gregari- 
ou- tvpe that likes people, enjoys 
their con panv. knows his product ex- 
ceptionally well and is backed up bv 
all of the nece^sarv research and sales 
development material needed to con- 
■•u mate any sale regardle«> of wheth- 
er it i» large or m all. 

Fundamentally, the degree of dif- 
ference Iw-lHi-en a good salesman and 
an outstanding one is perhaps onlv 
10', But this very important 10%. 
a* 1 have slated above. i<- the result 
of a natural enthusiasm for his job 
and the willingness to work harder 
nt it than the next person. 



Nick Imbornone, timebuyer, McCann- 
Erickson. Inc., \ew York 
Aside from the obvious qualities 
any good salesman must possess ( i.e. 
good appearance, personality, quick 
thinking, etc. I the media salesman 
must also have the following: 

1. A good media background. 
knowledge of the development of me- 
dia plans and goals are invaluable to 
the media salesman since it gives him 
a basic understanding of the prob- 
lems involved in buying, and thus he 
can more easily cope with problems 
arising from media decisions. 

2. A good research background. 
Research, always an important fac- 
tor in media, has become even more 
so in the past years with the increase 
in the number and types of studies 
taken. The good media salesman has 
enough background in research so 
that he is aware of the problems of 
reach, frequency and penetration. 

3. A desire to work. Unfortunate- 
ly, too many media salesmen confuse 
good salesmanship w ith good person- 
ality traits alone. There is no substi- 
tute for hard work and service. 

4. An understanding of the buyer's 
problems. In buying media many 
problems exist which apparently 
many salesmen are not aware of. 
Every account has its own individual 
media requirements and it's up to the 
salesman to know and understand 
these requirements and at all times 
be prepared to fulfill them. 

5. Complete media and marketing 
information. A good media salesman 
should have or be able to get in a 
short time all marketing and media 
facts pertinent to the market or mar- 
kets he represents. This not onlv 



Both a media 
and research 
background 
can help 
tremendously 




helps the buyer in making decisions 
more quickly but helps build confi- 
dence in the minds of the people 
whom he is dealing with. 

In summary then, a media sales- 
man should not be a "peddler." He 
must be a well-rounded media man 
possessing all the qualities of a good 
salesman plus a strong media and 
research background, a desire to 
work, and understanding of the 
buyer's problems, and a complete 
knowledge of his markets. 

Robert E. Eastman, president, Robert 
E. Eastman &- Co., Inc., \ew York 

A good rep salesman is made, not 
born. It is training that counts. 
There are certain fundamental re- 



Because a 
good salesman 
is not born, 
training is 
necessary 



quirements for skillful national sell- 
ing which can readily be inculcated 
into a reasonably intelligent and en- 
thusiastic man. Of course, you are 
ahead of the game if this man has 
either had previous experience in 
sales, advertising agency, or station. 

The necessary sales elements for a 
good rep salesman are as follows: 

1. Imagination. Some of this may 
be native but more can be stimulated 
through feeding him ideas and show- 
ing him how they make more sales. 

2. Organization. He must keep 
and use records s 0 that he is on top 
of everything all the time. 

3. Knowledge of product. He can 
never know too much about his prod- 
uct. He should also know everything 
he can about competitive products. 

4. Knowledge of his customers. 
Knowing and anticipating the like* 
and dislikes of each buyer is extreme- 
ly important in slanting a sales pres- 
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salesman? 



entation to get the order. Knowledge 
of the marketing aims of the adver- 
tiser is a "must." 

5. Understanding semantics. Care- 
fully chosen words can trigger the 
sale; the use of the wrong words can 
kill a sale just as quickly. 

6. Preparation. There is no sub- 
stitute for thorough preparation with 
full documentation of the case. 

All of the foregoing elements can 
be trained into a man in direct rela- 
tion to his power to absorb and re- 
tain. But selling is a complex thing 
deeply involved in psychology and 
philosophy and it may cause distor- 
tion to oversimplify. 

If you know of a man receptive to 
this type of training and in addition 
loaded with drive, persistence, and an 
appetite for hard work — let me know, 
we'd like to hire him. 

Merrill Grant, media buyer, Benton & 
Bowles, Inc., New York 
A good television salesman will 
represent not only the broadcast fa- 
cilities of each station on his list, 
but in fact, the station's programing 
iifage. He will bring to the potential 
advertiser not only a physical set of 
avai'ab ; lit'e=. but rather a qualitative 

Technique not 
as important to 
a rep salesman 
as a sharp an- 
alytical mind 



analysis of each spot he offers — and 
set these analyses in the confines of 
market and product characteristics. 

Due to the time pressures that ac- 
company the purchase of most spot 
campaigns, buying decisions must be 
made quickly. Thus, it would be 
naive as well as impractical to ex- 
pect a written, detailed analysis of 
each spot availability. The ideal so- 
lution may be reached, however, when 
(Please turn to page 67) 





You'm Cot HwA Jot tto Fuiiaft Lute 

by h ui Uie Monflj 

• 

Your campaign will finish in the money if vou start 
by buying broadcast I N Lexington. In all the world, 
only Lexington broadcasters effectively influence 
the $445,793,000 retail purchases made by 559,200 
people in the growing 30-county Lexington trading 
area. Get your share of $657,165,000 consumer spend- 
able income by buying broadcast IN Lexington . . . 
Don't head the wrong direction in planning your 
next campaign. 

You Have to Buy LEXINGTON 
to Cover the Rich, Growing 




FROM THE FABULOUS FIVE IN LEXINGTON 

WBIG * WlAP ★ WVIK ★ WKYT-TV *WIEX-TV 
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to those who live on air 




In the last three decades advertisers and their agencies 
have spent billions of dollars on air. A lot of people 
lived on it. A lot of goods were moved. 



To those who live on air SPONSOR serves a function 
no other publication can match, for SPONSOR is 
the most definitive study of air in the broadcast in- 
dustry It is the news of air— the plans of air— the 
progress of air the thoughts of air— the very life of 
ir (1c ivcrcd to >ou every week — 52 weeks a year. 

Most every man who's gotten anywhere in air reads 
SPONSOR. The man who wants to get there faster 
reads SPONSOR at home— because the very chem- 
istry of broadcasting-thc factors that make it move 




and earn its salt are just much too important for 
light reading on a routing list. 

If you live on air — read SPONSOR at home. Read 
it on A time, B time or C time but make sure it's 
free time at home. At the price of only $8 a year you 
can have 52 issues of this most useful publication in 
the field at your side — to see, study, tear out and file. 
It's the best investment you'll ever make. Order your 
home subscription today. 




THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



Whats happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



4 July I960 
Copyright 1880 
SPONSOR 
PUBLICATIONS INC. 



The broadcasting industry will have a chance to speak its piece on suspension 
of station licenses for up to 10 days and fines of $1,000 per day for violation of 
FCC rules before the Senate acts on the propositions. 

Hardly had senate majority leader Lyndon Johnson finished telling the world on Wednes- 
day that Congress could not conclude this week after all (adjourning until August), that Sena- 
tor John Pastore announced a new set of hearings. 

Pastore, chairman of the Senate Commerce Communications Subcommittee, said that 
August would be the time. The senate may be meeting for a good part of that month 
to clear up its unfinished business. 

Rep. Oren Harris, chairman of the House Commerce Committee, had chosen a purely 
procedural Senate-passed bill on which to tack the license suspension-fine-payola-sponsorship 
identification provisions. 

This maneuver sent these actions directly to a senate-house conference, by-passing Sen- 
ate Commerce Committee hearings, and full-scale committee and Senate floor de- 
bates. With the sands apparently running out on this session of Congress, the Senate con- 
ferees were presented practically with a take-it-or-leave-it proposition. 

However, the over -all effect of the changed situation may be to make it more probable, 
rather than less probable, that the suspension-fine section will be approved by the 
Senate conferees. It is difficult to gauge with accuracy, but the added time will rob oppo- 
nents of these provisions of the argument that the Senate didn't have time to consider them 
adequately. 

Other sections are not too controversial, and are favored by the broadcasting industry. 

• As asked by the industry, station personnel and program suppliers would be brought 
under prohibitions against payola and pliigola, plus ban against "fixing" content 
of intellectual knowledge. There would be fines of up to $10,000 and jail terms of up to 
a year for violators. 

• The FCC's much assailed interpretations of the section 317 sponsorship identification re- 
quirements would be rolled back. Once again, free records could be accepted and such as free 
props and payment of remote expenses, so long as there were to be no on-the-air plug. 

The broadcasting industry could take considerable comfort from house action on the bill, 
even though the final measure was unpalatable. 



Rejection of two separate amendments by Rep. John Bennett (R., Mich.), the first to 
regulate networks and the second to license them as well, was kept from being conclusive 
because most House Legislative Oversight subcommittee members were among the 
vast majority voting against (101-16 and 149-35). 

Rep. Oren Harris (D., Ark.) , chairman of the group, typified the opposition, which voted 
in the face of a subcommittee report calling for web licensing and regulation and his own 
earlier introduction of a bill to the same effect. 



The Senate passed, almost without debate, the hill which would lift the restric- 
tions of Sec. 315, the equal time part of thecommunications act, for I960 only, and for 
presidential and vice presidential candidates only. 

Fate of the measure to lift the equal time strictures completely for heads of the two 
major party tickets this year was far from clear. It would have to be expedited to survive 
the adjournment rush, and promises of red carpet treatment have not been made by Rep. Harris. 
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Significant newt, trend* in 

• Film • Syndication 

• Tape • Commercial* 



FILM-SCOPE 



4 July I960 

Owl|M 

•n«w> 

rUMJOATIOMt INC 



The food money says that comedy will make a comeback in syndication this year. 

Two weeks ago Blue Plate Foods (Fitzgerald) put down an estimated $350,000 for a 
35-market southern regional of CBS Filras's Brothers Brannagan, a comedy detective series, 
now sold in 55 markets. 

This week two other food deals built up the comedy trend: 

• H. P. Hood (Kenyon & Eckhardt) made a 52-week full sponsorship deal covering all 
New England with CNP's newspaper comedy entry Hot Off the Wire (Jim Backus). The 
price: $200,000. 

• Lay's Potato Chips (Liller, Neal, Battle and Lindsey) purchased CBS Films' new carl 
toon show, Deputy Dawg, in 45 southeast markets in a 26 over 52 alternate week deal, esti- 
mated at $300,000. 

The total value of these three new deals — all by food products and for shows 
containing comedy — is S850,000. 

Note too that Screen Gems' Two Faces West, now starting to make station sales, although 
its a Western, also has a comedy twist. 

Look closely at the comedy bandwagon and you'll see three separate trends: 

1) The first pure comedy to go into syndication in some time, Jim Backus. 

2) A major revival of cartoon comedy (See FILM-SCOPE, 20 June). 

3) A strong trend toward the comedy twist in action shows such as Brothers 
Brannagan and in Screen Gems' Two Faces West, another brand new show just now making 
its first syndication deals. 



The CBS flagship has opened up a nighttime half hour for syndication. 

WCBS-TV, New York, will put Robert Herridge Theatre into the 10 p.m. Thursday slot 
for the summer months. 

Such a slot for syndication could have important implication for CBS affiliates, who may 
well ask why they can't take back nighttime half hours for syndication if their own 
flagship can do so. 

Herridge, incidentally, for a long time produced Camera Three for WCBS-TV and CBS 
T\ , but it was limited to Sunday morning time periods until it went into syndication, thanks 
partly to video tape. 

Stations and sponsors who picked up ISTA's Play of the Week for public rela- 
tions and prestige reasons are getting a surprise from its high ratings in many cities. 

Recent sales in St. Louis, Detroit, Philadelphia, and San Francisco have put the show into 
49 markets; it is already sponsored in Baltimore, Buffalo, Chicago, Cleveland, Dallas, Los 
Angeles, Albany, Washington, and New York. 

Here are latest ARB reports on Play of the Week in seven markets, including some in 
which it substantially outpointed network programing previously scheduled in ex- 
actly the same time periods: 



CITY 


STATION 


RATING 


Los Angeles 


KCOP 


13.2 


Baltimore 


WBAL-TV 


17.9 


Denver 


KOA-TV 


18.0 


Washington 


WTOP-TV 


11.1 


Seattle 


KTNT-TV 


7.5 


New York 


WNTA-TV 


17.9 (weekly cume) 


Pittsburgh 


WIIC 


16.6 (phone coincidental) 
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FILM-SCOPE continued 



Paramount'!* Telemeter pay-tv experiment in Toronto, Canada, has made sev- 
eral important discoveries about programing, audience acceptance, and ratings. 

A three-channel system kept attractions available at SI each for three or four days, so 
that several earned accumulated ratings representing 22' < to 50% of subscribers. 

It was found that special sports events boosted sets in use without taking audience 
away from feature films, the main attraction of the system. 

Ampex dealt out a handful of extra v. p. stripes this week. 

Charles S. Ginsburg, who developed the Videotape recorder, was elected a v.p. and was 
made manager of advanced development. 

Simultaneously Robert Sackman became chief operating officer, and Phillip L. Gundy and 
Thomas L. Taggart were named senior v.p.'s, the former in international professional and au- 
dio products and the latter in data, military and industrial areas. 

Things were buzzing on the sports programing front this week. 
Here's what happened: 

• Trans-Lux Tv acquired distribution rights to a 90-minute tv film of the 1956 Olympics, 
entitled Melbourne Rendezvous. 

• Banner Films will sell the new Roller Derby "series of 52 new first-run full hours; 39 
additional shows will be ready for 1961. 

• Ring Classics, which recently took over tv rights to Madison Square Garden films, is 
going ahead with dubbing plans in four languages: French, German, Italian, and Swedish. 

Banner Films was active in non-sports programs this week, too, chalking up 12 station 
sales of its new Bold Journey syndicated series. (See FILM WRAP-UP, p. 62, for 
details.) 

Arthur Krini succeeds Eliot Hyman as president of UAA, sister organization of 
Ziv-UA in the United Artists tv family. 

The function of the two companies continues to be clear-cut: UAA handles features and 
cartoon product, mostly theatrical, for stations, while Ziv-UA makes and sells for tv, reaching 
regional and national buyers with program series. 




MERCiAL 




Advertising men in varying regions have been able to see screenings of the win- 
ners and runners-up of the First American Tv Festival and Forum. 

This week festival director Wallace Ross screened commercials and made awards in Min- 
neapolis-St. Paul at a combined luncheon-seminar of advertising, tv/radio and sales clubs. 

American automotive commercials turned in some impressive performances at 
the Venice festival just concluded. 

Alexander Film Co. of Colorado Springs walked away with the tv Grand Prix for a 
Corvair commercial and an over-45 seconds live action award for Dodge. 

Playhouse Pictures also won a first prize in the under one-minute category for a Ford 
commercial, and incidentally took first prize in animation for Kaiser foil. 

AFTRA and SAG both took a look at David Cole's merger plan this week, but 
there were basic reservations on both sides. 

Both union committees, now reporting back to the respective national boards, also ex- 
plored some alternate ideas on cooperation and mutual effort. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



Agency managements keep learning the hard way that you can't take old client 
alliances for granted. 

Take, as an example, the switch of that SlO-million-plus account recently. 

The client's major gripe: important people in the agency hadn't for some time thought 
it imperative to come calling; in fact, account people neglected attending major sales meet- 
ings, each one thinking, apparently, that a colleague would be there. 

The client disavows it but reports persist that the Manischewitz Wine (Monarch) 
account, now with Gumbinner, is scanning another pasture. 
The vino bills around $2 million, mostly in air media. 



ABC TV's station relations seems to be getting somewhat miffed at those NBC 
TV affiliates who use it as a pawn to better its cardrate with the latter network. 

Like that Carolina station that just recently inveigled ABC into serious primary nego- 
tiations only to extend its NBC contract at a hiked rate. 

Incidentally, ABC is aiming hard to overcome the absence of primary affiliates in the 
home markets of two of its major clients: Brown & Williamson, Louisville; R.J. Rey- 
nolds, Winston-Salem. You might add: Eastman Kodak, Rochester. 



Old nomenclature in a trade resist being consigned to limbo but it's happening to the 
term "audience participation." 

The tv networks prefer to call 'em game shows, and it looks as though the tag is 
iiiiina to stick. 



Some agency tv department heads think that the networks are overdoing the 
program promo hit on their spot carriers. 

The complaint: with unsold minutes being used to plug several programs the average 
viewer becomes so confused that he doesn't know what show's coming up next. 

In other words, the eye and ear is flooded with so many flashes of things to watch the 
brain neither assimilates nor calendars anything. 

Believe it or not, media buyers have become somewhat callused — in a bemused 
way — to the caper not a few tv stations go through in raising their rates. 

The caper: the rates are jacked up but the discounts are increased, with the net 
result that things are pretty much where they were. 

The reply a media executive got from a station operator when asked the reason for all 
this pother: "By showing we're getting a higher local rate we've got a better chance 
of elbowing the network into a higher network rate." 



Ever keep tabs on how infrequently an account executive can be reached during 
the working day? 

Well, a rep who had a special story for several of them lately kept a record of his calls 
and came up with an average of one out of 10. The garnered impression: that as a mover- 
about the a/e holds the edge over everybody in the agency but the mailboy. 
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WHICH JOB WOULD YOU TAKE? 



If you're like most of us, you'd take the 
job with the more tempting salary and 
the brighter future. 

Many college teachers are faced with 
this kind of decision year after year. In 
fact, many of them are virtually bom- 
barded with tempting offers from busi- 
ness and industry. And each year many 
of them, dedicated but discouraged, leave 
the campus for jobs that pay fair, com- 
petitive salaries. 

Can you blame them? 

These men are not opportunists. Most 
of them would do anything in their power 
to continue to teach. But with families 
to feed and clothe and educate, they just 
can't make a go of it. They are virtually 



forced into better paying fields. 

In the face of this growing teacher 
shortage, college applications are ex- 
pected to double within ten years. 

At the rate we are going, we will soon 
have a very real crisis on our hands. 

We must reverse this disastrous trend. 
You can help. Support the college of your 
choice today. Help it to expand its facili- 
ties and to pay teachers the salaries they 
deserve. Our whole future as a nation 
may depend on it. 

It's important for you to know more about what 
the impending college crisis means to you. Write 
for a free booklet to: HIGHER EDUCATION, 
Box 36, Times Square Station, New York 36, N.Y. 




Sponsored as a public service, 
in co-operation with the Council for Financial Aid to Education 




KEEP IT BRIGHT 
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the units ..( tin- series to :i quarter. 
"Mill left <>|n'ii mi eighth. 

< -mnpnigii" : 

• I lie Joe Lowe Corp., licensors 
of "Popsicle" ami "oii-a-stick" re- 
lntnl proilin l-. will lie in with Batjiic 
Production* on a nation* ide pro- 
inotioii for the forthcoming nm\ i<\ 
" I lie Vlaino." Tin- coast-to-coast cam- 
paign lout of t.anliirr Advertising) 
call- for "aturution 10 and 20-second 
"(nils on T.i t\ stations in k<-\ markets. 

• Hotel Bar Butler lias sched- 
uled tile heaviest ad\ ertising cam- 
paign in its history to promote its 
product during the picnic and barhe- 
tpje season. 1 lie campaign, in Metro- 
piditan New ^ork. is \ ia a heavy 
radio ,lm e on WOR.WNBC. WXFAV. 
and \\ MC \. I'lans also call for ad- 
ditional radio in a new inarket-b\ - 
market promotion starting with \\ est- 
che>ter in inid-JuK. \gency: Pace 
Ad\ ertising. 

• Max Factor will launch nation- 
all\ its new make-up. Sheer Genius, 
earlv in October. This introduction 
will he hea\ily supported by nation- 
wide spot t\ beginning 3 October. 

W illi 550 million already com- 
mitted for convention coverage 
on CMS TV, Weslinghouse took 
n poll among pcilit ieal science 
profs a.* a promotion for llie tele- 
casts. 

Question asked by the poll: what 
effect tv had on politics in the U.S.? 
The response was 35 r r . 

1 lie concensus of opinion: tv stim- 
ulated more voter interest and made 
tlicin more critical of candidates. But 
there was this reservation: the criti- 
cism focused more on appearance and 
performance than on issues. 

I >ce network convention coverage 
schedule on page 15.') 

Curler 1'roducls. Inc., manufac- 
turers of Rise shaving cream, and its 
agenc\. SSC&B, have li e e ii 
charged l>\ the FTC willi using 
deeeplhe l\ commercials. 

\lso joined in the FTC complaint 
i" S Ib-agan I5a\les. SSCB executive 
in charge of the Hise account. 

Itcason for the complaint: Rises 
implication that competing lathers 
dr\ out during a sha\e. making the 
"lia\c more difficult and uncomfort- 
able, while |{ise staxs "moist and 
crean \ throughout" resulting in an 
easier and more comfortable sha\e. 



Strictly perwnimd: Vlexaiider 
Galloway, elected president of R. J. 
Reynolds Tobacco Go. . . . Kemielli 
Roman Jr.. named manager of ad- 
\ertising and sales promotion for 
\llied Ghemical Corp. . . . James 
Klenske. to assistant general sales 
manager for Mars, Inc. . . . Patrick 
Connolly, to product manager in the 
Food's Division of Lever . . . John 
Seliarwalli. to sales promotion man- 
ager for the Fine Chemicals Division 
of Shulton . . . Ned Calkins, to gen- 
eral sales manager for Ovaltine Food 
Products. 



FILM 



Nothing can take the place of 
the headlines in making; older 
tv film shows topical again. 

Ziv-l A. for example, has found 
spy news of the day has produced a 
warmed-up interest in its two classics. 
/ Led Three Lives and Man Called X. 

Fourteen stations bought one or 
both of the shows recently : WISN-TV. 
Milwaukee; WEHT-TY. Evansville: 
WCAX-TV. Portland: WCTV, Talla- 
hassee; WXBQ, Chicago; WOI-TY. 
Ames; KSL-TV. Salt Lake Citv; 
KPAC-TV, Port Arthur; KCOR-TV. 
San Antonio; WXEW-TV. New York: 
WHDH-TV. Boston; WESH-TY. Or- 
lando; WSPA-TV, Spartanburg; and 
WNCT, Greenville. 

Sales: CBS Films' Deputy Dawg to 
WXDl -TV. South Bend; KONO-TV. 
San Antonio; WCAU-TV, Philadel- 
phia; WGAN-TV, Portland, and 
WkBW-TV, Buffalo . . . 150 feature 
films sold by Screen Gems in Au- 
stralia to TCN. Sydney, and HSV. 
Melbourne . . . Jayark"s Bozo the 
Clown sold in Japan, the Philippines, 
and Guam; it is now dubbed in Jap- 
anese. French. Portuguese and Span- 
ish . . . Official Films' Greatest Head- 
lines of the Century to WFMB-TV. 
Indianapolis; WXYZ-TY, Detroit: 
KDKA-TV. Pittsburgh: WFBC-TV. 
Greenville: and KELP-TV, El Paso . . . 
Banner Films' Bold Journey to 
WTPA-TV. Harrisburg; WXEP-TV. 
Scranton; KFJZ-TV. Ft. Worth: 
W 11C. Pittsburgh; KCRA-TV. Sac- 
ramento: WAVL-TV. New Orleans: 
WTTV. Indianapolis; KP1X. San 
Francisco: KPLR-TV, St. Louis; 
VYFGA-TV. Jacksonville: WTYJ. 
Miami, and kLIX-TV. Twin Falls. 



Commercials: Jerome G. Forman 

has formed his own film production 
company, Allegro Productions, at 
723 Seventh Avenue in New York . . . 
Mel London has been appointed ex- 
ecutive producer of the eastern divi- 
sion of Wilding, Inc. . . . Walter 
Lowendahl, one of the founders of 
Transfilm in 1941, has poined Dy- 
namic Films as executive v. p. and a 
director. 

Free film: Stations may obtain 
copies of a 4V2 minute film on home 
tv reception from Channel Master 
Corp. in Ellenville, N. Y. 

Strictly personnel: Art Stolnitz to 

new post of program development 
director of Ziv-UA . . . Perry Frank 
leaves XTA to head Sports Photos . . . 

Bob Lang rejoins NTA sales staff 

Selmer (Sonny) Chalif named 
general assistant to William Dozier 
at Screen Gems . . . Warren M. 
Peterson named midwest sales repre- 
sentative for RCA Recorded Program 
Services. 

Re-run sales: Ziv-UA's Economee 
division reports these re-run sales or 
renewals this week: Highway Patrol, 
I Led Three Lives, and Science Fic- 
tion Theater to WISN-TV, Milwau- 
kee; Highway Patrol to WOC-TV, 
Davenport; Highway Patrol to 
WTVY, Dothan; Highway Patrol to 
KOVR, Stockton; Highway Patrol to 
KSOO-TV, Sioux Falls; Harbor Com- 
mand, West Point, Men of Annapolis, 
and Dr. Christian, to WTTV, Indian- 
apolis; Boston Blackie and Mr. Dis- 
trict Attorney to WBAP-TV, Ft. 
Worth; Mr. District Attorney to 
WEHT, Evansville; / Led Three Lives 
to WCSH-TV, Portland; Mr. District 
Attorney to WSIX-TV, Nashville; Mr. 
District Attorney to WNEW-TV, New 
\ ork, and Yesterday's Newsreel to 
WABC-TV, New York. 



NETWORKS 



NBC TV is making it much easier 
for its daytime advertisers to 
earn continguity rates, starling 
with the fall. 

Advertisers with brand rates will 
no longer be required to spot their 
quarter hours in a vertical pattern: 
they'll be able to move them around 
horizontally, spotting them on differ- 



( J 
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ent programs during one day or over 
several days of the week. 

For the time Lever will be the only 
client benefiting from the change in 
policy. It also gives NBC a momen- 
tary advantage over CBS TV, which, 
it can be expected, will react to it in 
due order. 

Where this more favorable rate will 
have an especial attraction: sponsors 
can move into new programs on vari- 
ous days of the week and benefit from 
the maximum continuity rate. 

(See page 29 and SPONSOR- 
SCOPE for analysis and latest devel- 
opments in daytime network tv.) 

NBC TV last week took its new 
study on new car prospects and 
tv's effectiveness in reaching 
thein on a round of agencies. 

Among the highlights of the pres- 
entation : 

• 64% of the dealers picked tv as 
the best medium for selling the idea 
of the new small cars. 

• Undeclared car buyers I those in 
the market for a 1960 model) re- 
ported that tv advertising stands out 
more strongly in their minds than 
newspaper and magazine advertising 
combined. 

• These prospects said that tv gave 
thein a ( 1 ) a higher awareness of the 
sponsors' slogans, (2) impetus to go 
to dealers' showroom, and (3) high- 
er opinion of advertised make. 

Here are TvB's estimated ex- 
penditures for the top 10 brand 
advertisers in network tv during 
April, followed by top 10 com- 
pany advertisers, as compiled bv 
LNA-BAR : 



6. 
7. 
8. 
9. 
10. 



General Foods 
Sterling Drug 
R. J. Reynolds 
Ford 
Gillette 



1,785,533 
1,455,981 
1,380,019 
1,036,366 
1,028,406 



RATE 


BRAND GROSS TIME COSTS 


1. 


Anacin 


$746,461 


2. 


Dristan 


738,554 


3. 


Phillies 


681,129 


4. 


Bayer Aspirin 


572,197 


5. 


Winston 


571.244 


6. 


Texaco 


553,418 


7. 


L & M Filter 


516,747 


8. 


Pall Mall 


503,724 


9. 


Colgate 


483,679 


10. 


Phillips Milk of 






Magnesia 


463,577 


RANK 


COMPANY GROSS TIME COSTS 


1. 


P&G 


$3,837,036 


2. 


American Home 


2.752,096 


3. 


Lever 


2,214,332 


4. 


Colgate 


2,016,510 


5. 


General Motors 


1,890,777 



Right on the heels of last week's 
NBC announcement concerning 
''in the black 1 " operation, is its 
claim that advertisers on NBC 
Radio are reaching a larger audi- 
ence than those on other net- 
works. 

The network's reason: the Nielsen 
report for the four-week period end- 
ing 8 May shows that the top 12 ad- 
vertisers in terms of largest audience 
reached are on NBC Radio. Also, 
Nielsen shows 13 of the 15 top net- 
work sponsors reaching the greatest 
number of homes on NBC Radio. 

Network tv sales and renewals: 
Alberto-Culver (Wade) this sum- 
mer will co-sponsor M Squad with 
American Tobacco and Wichita 
Town, both NBC TV . . . Last friday, 
Procter & Gamble (B&B) started 
sponsorship of the nighttime Video 
Village ... Si million in orders have 
been placed with NBC TV's Today 
and Jack Paar shows. The clients: 
Standard Triumph Motors 
I DCSS I . Saturday Evening Post 
(BBDO), Lipton" Tea (SSCB), 
Kiwi Shoe Polish (Cohen & Ale- 
shire) . . .Williamson-Dickie (Full- 
er & Smith & Ross) and Pabst Brew- 
ing ( Lennen & Newell) will co-spon- 
sor the 42nd PGA Championship to 
be aired 23-24 July on CBS-TV . . . 
Chrysler Corporation (Burnett) to 
present a Fred Astaire colorcast on 
NBC TV . . . Armstrong Cork Co. 
(BBDO) has renewed its alternate 
Wednesday on CBS TV for the sixth 
straight vear. I For current network 
buys, see Tv Comparagraph. page 45.) 

Network radio renewal: AFL-CIO 

renewed, for the sixth consecutive 
year. ABC's Edward P. Morgan and 
the A ens. 

Thisa *n* data: NBC News De- 
partment has put together a "1960 
Convention Handbook" as a source 
of background material for people 
following the conventions on tv and 
radio . . . CBS TVs Captain Kan- 
garoo will be cited as "the best chil- 
dren's program for 1959" by the Gen- 
eral Foundation of Women's Club's 
. . . Advertising and promotion man- 



agers, representing 30 ABC TV af- 
filiates, met in New York last week 
with network publicity, promotion 
and advertising men for a two-day 
work session . . . Starting 1 August, 
Mutual will initiate an editorial serv- 
ice for all its affiliates. 

Network personnel notes: How- 
ard W. Maschmeier elected chair- 
man of the board of governors of the 
ABC TV Affiliates Association . . . 
At NBC TV's Program Development 
department: Boss Donaldson to di- 
rector, creative services, and W. Pres- 
ton Wood to manager, script services 
. . . Charles J. Maguire to account 
executive at CBS TV Production Sales 
. . . Edward DeGray named director 
of radio-tv for Citizens for Johnson 
National committee. 



RADIO STATIONS 



WPTR, Albany-Schenectady- 
Troy, has a unique cross-country 
communications web planned for 
the upcoming political conven- 
tions and elections. 

With 25 Fastman-represented sta- 
tions. WPTR will be part of a news 
exchange network, and offer, in depth, 
coverage of local, sectional and na- 
tional importance. 

As a key "feeder" station. WPTR 
general manager Duncan Mounsey 
promises a minimum of 16 minutes 
an hour devoted to election coverage 
in the form of "feeds" from cooperat- 
ing stations. Of this, five minutes will 
be devoted almost exclusively to re- 
turns, and three minutes to state and 
local tallies. 

Baltimore's 11 radio stations are 
cooperating in a saturation safe- 
tv campaign, "Operation Life 
Saver." 

Approximately 67.000 safety an- 
nouncements, at least one per hour 
per station, is planned for a one-year 
period. The estimated cost, donated 
bv the stations, will exceed S250.000. 

Ideas at work : 

• Vacation minded: WSAI, 

Cincinnati, drummed up more than 
$20,000 worth of business for North- 
west Orient Airlines via the Jack 
Reynolds Shoiv. The campaign: two 
one-minute spots per show for two 
months to promote a Hawaiian tour. 
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Reynold* will escort 111*' tour, and be 
an ri]\o\ for In- home luwn mayor 
bv presenting tin- kcv loihecitv i( ill- 
riiiiiulil l<> ill*' niiivoi of Honolulu, 
and for the j.oveinor of Ohio bv 
awarding ;i f > la<{ tj< - to the island s 
chief c\eculive planned; a re- 

mole hroadca-l and telephone reports 
from Hawaii to lie in vvilh I lie trip. 

• I Iiivs In live like a million- 
nire: KM.U. I.iltle Rock, w ill treat 
one of its listeners lo a dav in the life 
of a millionaire. The idea: a com- 
posite eiuniiiereial. produced l>v tak- 
ing "cgiiicnls from len commercials 
now being aired, musl lie unscrambled 
and listed eorre th. The winner he- 
roines '"Millionaire for a Dav.'' 

. New fruit : WCM1-AMTV, 
I'orlland. Me., is distributing plastic 
acorns throughout llie citv as part of 
a ronlesl being held in honor of the 
station s 35ili anni\ ersar\. The idea: 
acorns contain contest instructions 
and numhers 1-35: prizes will he 
awarded to those who collect a full set 
«>f numbers or combinations totalling 
35. 

• On the juicy side: \\ PEN, 
Philadelphia, has just awarded an or- 
ange tree in Orlando. Fla.. lo the 
winner of its "Snowcrop Orange 
1 ree* contest. The prize entitles the 
winner lo the juice of the fruit from 
this tree for one full year. 

Thtaii *n' data: KMO\. Si. Louis, 
hosted a midnight dinner-partv and 
lour for 12 CBS Radio Spot salesmen 
. . . WPEN. Philadelphia, helped 
Franks Beverages to celebrate their 
12lh anniversary as sponsors on the 
station . . . WCVU, Philadelphia, 
honored appliance dealer. Gerhard's. 
Inc.. for the creation of the first 
locallv broadcast stereophonic com- 
mercials . . . Business note: Kay 
Construction Co. signed a long-term 
contrail will] WOMK. Washington, 
for an hour Ions; show : believed to 
be lh<- first real estate firm lo sponsor 
Ms own radio show . . . Viiniversarv 
mite: Jim Holt of WBZ & \\ BZ \. 
Ho^on-SprinL'field. eelehral'nig bis 
first anniversary with the station . . . 
\dopl» single rale: W \M-E. Mi- 
. effective 1 Julv. will merge na- 
na! and lo<al advertising rales into 
i - n le • -itc with the' same discounts 
to huth . Business up; 
r the week ending 29 Mav 
^ UK Cleveland, were up 
' ke week last year. 



Station acquisition* : W ACE, 
Springfield-Holy oke-Chicopee, Mass., 
sold bv Regional Broadcasting Co. to 
Commonwealth Broadcasting Co. for 
£250.000. hrokered hv Edwin Torn- 
berg & Co. . . . kit T.N, Ralon, N. M., 
from \\ . Llovd Mavvkins. to Jay 
Howe and Marv in Scheie, for $95,000, 
hrokered hv Hainillon-Landis & Asso- 
ciates . . . K \(»0. Klamath Falls, 
Ore., from Gibson Radio to A. J. 
Krisik. Ted Wolf. Judd Sturlevant, 
and John Ferni for $202,000, brok- 
ered by Edwin Tornberg & Co. 

Change of eall letters: KPOA, 
Honolulu, now KKAA. 

Station staffers: William H. Reu- 
niaii, lo v.p. sales at WWRL and 
WRFM. New York . . . William M. 
Humphreys, to national sales man- 
ager at \\ TCX. Mineapolis-Sl. Paul 
. . . Robert Cliurney. to station 
manager of KGVO. Missoula . . . 
William Fallon, to regional sales 
manager of W1CE. Providence . . . 
Kay Vitale, to assistant sales promo- 
lion manager at WCBS. New York . . . 
David O. Ives, to assistant general 
manager WGBH-FM-TY, Boston . . . 
John R. Peterson and Francis 
.Mil Hi all, new account executives at 
WFBM. Indianapolis . . . Bill Bax- 
ley to account executive at KLAC, 
Los Angeles . . . Diek Sehofield, 
lo sales manager for KFOX. Long 
Beach, Cal. . . . Frank Knorr, 
Jr.. to director of operations for 
WSA1. Cincinnati . . . Hilton 
Hodges, to station manager for 
W1BW, Topeka . . . Robert French, 
lo sales manager of WTYN-FM. Co- 
lumbus . . . Dorothy Abbott, lo sta- 
tion manager of KXD1. fulltime all- 
girl station in Waikiki. Hawaii . . . 
Charles Bill, to farm director for 
WLS. Chicago . . . John Hardy, to 
program director at KSAN, San 
Francisco . . . Diek Malleoli, to 
sales service coordinator at KABC. 
Hollywood . . . Charles Breece. to 
program manager of WFBM. Indian- 
apolis. 



REPRESENTATIVES 



Look for \daui \ ouiig's fin divi- 
sion to make available to adver- 
tisers and agencies within the 
next 30 days its first package 
ralccard. 



The package will consist of fm sta- 
tions in the top 30-40 markets. 

Rep appointments — stations: 
WT1X. New Orleans, to Robert E. 
Eastman & Co. . . . KSOO-TV, 
Sioux Falls, S. D., to Harry S. Hyett 
Co. 

New company: Heritage Stations 
Representatives, a new subsidiary 
of International Good Music, Inc. 
Firm was organized to represent 
Heritage FM Stations in the U. S. 

Rep appointments — personnel: 
To sales staffs: Joseph Fierro, at 
Katz Agency, New ^ ork . . . Bernie 
Kvale at Avery-Knodel, Chicago . . . 
Bob Miller at \enard, Rintoul & 
McConnell, New York. 



TV STATIONS 



Westinghouse Broadcasting Co.'s 
petition to intervene in NBC's 
plans for exchange of radio and tv 
stations in Boston and Philadelphia 
was rejected this week by U. S. 
District Court Judge William 
Kirkpatriek. 

Westinghouse protested that XBC's 
exchange was a violation of many of 
the terms of the consent decree. Ans- 
wered Judge Kirkpatriek: he had no 
jurisdiction to grant WBC's petition. 

By 1970, local advertising in all 
media should hit an annual rate 
of S10 billion, with tv getting 
SI. 3 billion of the total, pre- 
dicted TvB's Norman Cash this 
week. 

In the past decade, he noted, na- 
tional advertising expenditures in all 
media increased bv 106^ — more 
than double the 1950 total of S3.25 
billion. 

"This was the direct result of tv 
coming into being as the new adver- 
tising force for national advertising. 
W hile tv's share of all advertising 
was slightlv less than 14"^ in '59. tv 
accotinted for 27.3^ of all new ad- 
vertising dollars. 1950 to 1959." said 
Cash. 

Ideas at work : 

• Tv afloat: WFAA-TY, Dallas, 
last week recruited its first advertiser 
for use of the station's new 40-foot 
cruiser. The client: Humble Oil Co. 
The purpose: to video tape the 11- 
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ame Southwest Conference Game of 
he Week series this fall. The Chan- 
el 8 cruiser, a virtual tv station on 
jrheels, will travel to the site of the 
I games each week to tape the com- 
plete action. Then, while returning to 
)allas, engineers will be able to edit 
nd splice the tape on the two Ampex 
ecording machines within the unit. 

• On the local specials front: 
LNTN , San Jose, telecast an hour- 
>ng Summer Olympic Preview spe- 
ial, sponsored by Falstaff Beer. The 
rogram featured interviews with the 
thletes, films of them in action, and 

round table discussion with four 
Hympic coaches. 

Subscription tv details: The Hart- 
ord Phonevision Co., a subsidiary 
•f RKO General, last week filed its 
ormal application with the FCC to 
onduct a three-year subscription 
v test in Hartford, via WHCT. 

Joining in the application were 
IKO General, Teco, and Zenith Radio 
]orp. of Chicago, which developed 
he Phonevision system to be used. 

How it works: The cost for the 
najority of subscription pro- 
;rams (which will include most 
lass A movies, legitimate theatre 
>roductions, musical events, sports 
>rograms and the like), will range 
letween 75c and SI. 50 — at or 
>elow box-office admission charges in 
he Hartford area. There will be at 
east one or two premium subscrip- 
ion programs, without commercials, 
lired each day. 

Hartford Phonevision proposes to 
■>egin operations as soon as 2,000 de- 
:oders have been installed. 

rhisa 'n' data: WNEW-TV, New 
fork independent, has tied-up with 
Seusweek Magazine for its planned 
laily telecast from both the Demo- 
:ratic and Republican Convention 
fites (See page 45 for the networks' 
convention schedule) . . . WCCO- 
rV, Minneapolis-St. Paul, is now 
:irculating among advertisers and 
igencies its new "Market Guide" bro- 
chure . . . KFMB-TV. San Diego, 
low provides viewers with unique 
:loseups via its new 110 inch tele- 
scopic dualfocal length reflecting lens 
leveloped by John Westhaver . . . 
KSIXTV, Nashville, hosted a bar- 
Deque dinner for adinen and adver- 
isers to introduce them to its new 
\mpex videotape machines. ^ 



"Of course he's successful . . . 
He advertises on K-NUZ, Houston!" 




THE SALOX . . . TO U LOUSE- LA VTSEC (1864-1001) 

Put your advertising dollars \ w y 
on the No. 1* BUY in HOUSTON... |\°IMU£ 

. . . lowest cost per thousand ! 



*See Latest Surveys for Houston 




MEMBER OF 
TEXAS QUADRANGLE 
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when 

your 
clients 
demand 



K , f^l ■ it 




SAN ANTONIO'S 




ABC Television in San Antonio... 
the Greatest Unduplkoted live 
Coverooe in South Texosl 

Represented by 
THE KATZ AGENCY 



Tv and radio 
NEWSMAKERS 




Advisorv Council of the 



Robert M. Hetherington, \ice president 
and genera] manager of KXLW, Clayton 
(St. Louis) since 1958. joins the sales staff 
of KWK, St. Louis. Prior to joining KXLW, 
he was sales manager of ^ IL, St. Louis. 
Hetherington has been a member of the 
St. Louis Ad Club for 11 years. He is also 
a member of the board of director? of the 
Media Club and has served on the Senior 
St. Louis County Junior Chamber of Com- 




Hughes is a graduate of 



merce. He resides with his wife and daughter in Webster Groves. 

Terry Hughes has been appointed man- 
ager of the Minneapolis office of H-R Rep- 
resentatives and H-R Tv, which will open 
1 July in the Northwestern National Bank 
Building. A veteran of more than 10 years 
in tv and radio, Hughes' background in- 
cludes sales work for the Chicago Herald- 
American and for Capper Publications' 
radio stations. He joined the sales staff at 
H-R Reps, Chicago, in Xovemher, 1957. 
DePaul I niversity and served as a L. S. Navy pilot during W. \5 . II. 

William Heaton has been elected presi- 
dent of Spot Time Sales. Inc., a new radio 
station representative specializing in small 
markets. Heaton had been with Daren F. 
McGavren for the past three years as Chi- 
cago manager and assistant New York sales 
manager. He started his career at the Pasa- 
dena Star .\ews in the national advertising 
department, moved to KTT\ , Los Angeles, 
as field merchandising rep. and then to KULA Honolulu as account 
exec. Heaton was also broadcast specialist with Kaiser Aluminum. 

Richard F. Reynolds was named v. p. and 
director of radio and tv for D. P. Brother. 
He has been with the Detroit based agency 
since 1955. Reynolds was. at one time, a 
reporter on the Indianapolis Sews and 
general manager of Cinecraft Productions. 
He served with the L. S. Bureau of Aero- 
nautics during World War II, and while 
a lieutenant commander, was cited for de- 

\ eloping new motion picture production techniques. Reynolds has 
subsequently received many awards for his tv production work. 
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ABRAHAMS 

(Continued from page 4A) 

, of factors which TvB and Abrahams 
I are making the most of. There are 
many changes going on in the de- 
partment store business among which 
1 these are of great importance: 

• Rise of Suburbia, demonstrated 
pointedly in the new U.S. Census. 
(By the end of this year there will be 
over 5,000 shopping centers at city 
perimeters. Many downtown stores 
are opening branches in such centers. 

• Metropolitan newspapers have 
failed to keep up with this popula- 
tion drift to the suburbs, but tv is 
following it right out of town. 

• Concession operations within de- 
partment stores have been dwindling. 
There was a time back in the Depres- 
sion era when, in some big stores, as 
much as 80% of departments were 
run by concessionaires. Now with 
more departments falling under store 
management, advertising authoritv 
falls to fewer persons, and there is 
less "necessity" for relying on print 
ads just because it was easy to allot 
and charge so many lines of ad space 
to a concession department. 

t • Mutual buying offices also are 
instrumental in building store regard 
for the tv medium. Scattered through 
the major markets of the U. S. there 
are about 10 very powerful buying 
offices which serve as "buying scouts" 
for department stores. These offices 
' have been keeping an eye on the job 
1 tv is doing for national products, and 
often will hesitate to take on a line 
that doesn't have strong tv support. 

All of these things have helped in 
some measure to raise the average de- 
; partment store's slice of ad budget for 
i tv to about 10%. Abraham's advice 
■ at the recent clinics is for stations to 
try to get — as a starter — on a new 
. store account about 15% of the ad 
budget. This percentage has success- 
i fully launched in tv many stores of 
1 many types. He further advises that 
this tv budget be broken into two 
types of promotion: (1) a year-round 
programing vehicle such as a three- 
tiine-a-week news show, and (2) an- 
nouncement campaigns with flights 
geared to special selling seasons. 

Abrahams' counsel is based on a 
career in retailing that began in 1928. 
After he was graduated from Cornell 
that year in the first class of its now- 
| famous hotel management course, he 
j married, then took a job in the ad- 
vertising department of Rothschild's, 
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the Ithaca department store. 

A year and a half later, he came to 
New York as basement ad manager 
at Bloomingdale's Department Store, 
later moved into its home furnishings 
advertising department. After a year 
there, he went over to Ludwig Bau- 
man as ad manager, where he re- 
mained until 1943. For the next two 
years, he was with the A'. }'. Times. 

In 1945, Abrahams joined the Na- 
tional Retail Merchants Association 
as manager of the sales promotion 
division, left 10 years later to go with 
Amos Parish, a management con- 
sultant firm for department and spe- 
cialty stores. 

It was while at NRMA, that he be- 
gan developing a high enthusiasm for 
the medium that had recently come 
on the advertising scene. "The idea 
grew and grew that here was a tool 
designed to do a great job for re- 
tailers. In fact, it looked like the only 
one that combined all the essential 
ingredients: the visual quality of 
print, the audio of radio, the demon- 
strative advantages of a show window 
or counter display, and the emotional 
impact of across-the-counter selling." 
He was pretty well conditioned for 
that tap from TvB. ^ 



SPONSOR ASKS 

(Continued from page 53) 

a rapport between buyer and seller 
is attained — i.e. when the spot buyer 
can depend upon the fact that the 
salesman has exercised judgment in 
the selection of spot availabilities. 

Constant competitive pressure will 
undoubtedly make it necessary for 
the station representative to present 
his sales story quantitatively. How- 
ever, the selling, as well as the buy- 
ing, of spot announcements on a 
numbers basis only, regardless of 
competitive pressure, is a poor lreth- 
od of media selection. A proper bal- 
ance of quantitative and qualitative 
weight must be used by a time sales- 
man if he is to do service to his sta- 
tion and to the advertiser. 

A good station representative must 
have the abilitj to mix product, mar- 
ket, programing and statistical data 
and come up with a sound decision. 

James M. Alspaugh, nice president, 
H-R Representatives, Inc., Sew York 
The ingredients that comprise a 
good representative salesman are 
mostly those same virtues that com- 
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prise any good salesman — -eagerness, 
aggressiveness, outgoing personality, 
intelligence, good grooming, and 
more importantly, knowing how to 
ask for the order. A representative 
salesman must be able to grasp the 
details of a station's story. He must 
develop a knack for retaining useful, 
facts and eliminate those which have 
no bearing on the success of a sale. 

Ability to synthesize. A good rep- 
resentative salesman should develop 
quickly the synthesis of his station's 
product in relation to the needs of 
prospective advertisers. The smart 
salesman is able to shape stations' 
rates, features, programs, etc., to fit 
a particular advertiser's needs. 

Buyer's time. A good rep salesman 
will always be considerate of an ac- 
count or agency buyer's time. There- 
fore, he will have his material organ- 
ized so that he can present it effi- 
ciently and meaningfully. 



Ability to shape 
rates, as well as 
programs, to an 
advertiser's 
needs 



Know when to listen. A good sales- 
man must know when to listen to his 
prospect as well as to make his pitch. 
Many salesman find this difficult. 

F ollow'through. It is one thing to 
get a prospect warm, but in the final 
analysis, the only thing that counts is 
the sale itself, so follow-up calls, at 
sensibly spaced intervals depending 
upon the situation, are a requisite. 

Service. A good representative 
salesman will have an acute under- 
standing of the importance of the 
service aspect in our business. We 
must be able to go back to the same 
prospects to obtain renewals as regu- 
larly as possible. The rep salesman 
who gives good service to on-the-air 
accounts will often reap the highest 
percentage of renewals. 

Entertainment. A good rep sales- 
man must necessarily do a consider- 
able amount of wining and dining of 
prospects. The best I have known, 
however, do not over-indulge, but 
use plain common sense. At this time 
he is considerate of his firm's ex- 
penses. However, he is not niggardly. 
In this aspect of the business good 
judgment is the only answer. ^ 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



\cn } ork agencies may think they're getting local (specifically local .V/f 
England ) audiences but it's only wishful thinking, according to John Canty, 
commercial manager. If CCM. Laurence. Mass. The fact is most local retail- 
ers either never heard of or aren't interested in the rating services. ''They 
don't haunt us for availabilities in the traffic hours. Run-of-schedule makes 
sense to ///em." (.ant\ contends, and adding, "ne don't hare to keep hammer- 
inn more people in (Greater Laurence listen to us than to any other station. 
II h\ 'r Because they're interested in results — and results are what they get. 




FOOLS RUSH IN, WHERE 

|i\ too had that the merchant* in our market, and 
the hig service companies and supermarket? of New 
Kngland don't feel the way New ^ ork agencies do. 
\ es. then we'd have to go out of business, and sur- 
render the biggest radio audience in our market to 
the MoMon powerhouses that "cover" us. Then the 
national advertiser who thinks he's getting our audi- 
ence here really would he. and really would be get- 
ting hi* money*.- worth. It's also too bad that every 
local station in a market of 50.000-150.000 sur- 
rounding Boston (other major markets take note, 
tool wouldn't have the same demise. If this hap- 
pen, d. the N. \. agency would then be getting what 
it think* it's, getting now the Brockton market, the 
Ouine\ market, the Lowell market, the Lawrence 
market, the Haverhill market, the Salem market, 
and the Lynn market. (This is a rough Boston metro- 
politan perimeter. ) 

The-e poor local retailers who probably have 
ne\ei heard of \iel-en. Hooper, or Pulse, can't seem 
to l< ll a kilowatt from a 50-kw. These poor slobs 
onh know one simple fact — that they, and most peo- 
ple in llieir trading area listen to us! Thev are real 
*1 ankre 1 rader*. and you've got to deliver or you're 
dead. We don't have to keep hammering to them 
that more people in Greater Lawrence listen to us 
than to any other station. They know this. They 
vk t the s;nne thing national advertisers want — re- 
sult-. \nd amazingly, these fools who have heard 



ANGELS FEAR TO TREAD 



only of Gallup and Kinsey, get results. They don't 
haunt us for availabilities in the traffic hours. Run- 
of-schedule makes sense to them, in hitting as many 
of our daily audiences as they can. They tell us the 
facts, we write it, they proofread it. You can bet 
they get their money's worth, and that they get their 
points across. Nothing stilted; nothing fancy. Just 
straight talk — plain. Yankee style. Sure sounds 
convincin' on the air! 

We're No. 1 in Greater Lawrence (Pulse). This 
is contrary to the fact that we have no national foods 
and grocery: no tobacco products: no national beer 
advertisers; no national gasoline and lubricants: and 
no drugs and toilet requisites; no agriculture; seven 
of the top ten categories of National spot radio cate 
gories. Despite the fact that there are over 300,000 
people in our primary coverage (we cover them all. 
along with our secondary coverage that we don't 
even mention), we cater to a small nucleus of 140,- 
000 which is Greater Lawrence (28 miles north of 
Boston), the market we claim, the market we serve 
the market that in turn rewards us by listening more 
to us than to any other station, including the Boston 
"eoverers." 

Multiply us by at least 200 "fringe metropolitan' 
stations across the Lnited States, and you can see 
the area that local fools rush into, while cautious 
expert angel* ( New York agencies) stay away — 
most, that is. ' 



( 
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basics B Media Basics 



14th annual edition out 25 July 

Advertising deadline 11 July 

Not a directory, not a shelf reference — 
but an up to date, fact-packed guide 
for buying tv radio time 
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Multiple rates and agency responsibilities 

Tin- recent explosion over the old multiple-rate question, 
which was touched olT hy the ultimatum handed to leading 
radio reprt'M-iitntncs by N. W. Ayer's Les Farnath, has re- 
sulted (as it always doe.-) in a lot of hurt feelings. 

We haw heard from stations, from several representative 
linn*, and from other agencies, and some of the comments 
were prett) bitter. 

Many broadcasters feel that agencies and advertisers 
wholly fail to understand their problems, and it is apparent 
to lis that a number of radio station men do not thoroughly 
grasp the other side of the picture. 

It is a completely distressing situation, and one for which 
unfortunately there seems to he no easy solution. 

Without attempting to take sides, there is, however, one 
thing we should like to say strongly to the agencies involved: 

^ (in have a great and continuing responsibility to prevent 
chiseling by your clients in any medium yon use. You have 
an obligation to yourselves, and to the entire advertising in- 
dustry, to refuse to do business with advertisers whose prac- 
tices are not open and above hoard. 

I nless yon have the courage to keep your clients in line, 
and to ruthlessly drop those who overstep the boundaries of 
ethical business dealings, you are going to bring the whole 
structure of the industry down around your ears. 

There is much in the rate situation which we all know must 
be corrected. But yon in the agencies must do your parts. 

Tribute to a fellow publisher 

The passing last week of John W . Alicoate removed from 
the radio/tv scene a man who had served the industry faith- 
full\ and well since 19.T7 when he established Radio-Televi- 
sitm Daily. 

\s fellow workers in the field of broadcast trade paper 
publishing, we want to extend our deepest sympathies to his 
family, his business associates and his inanv friends. 



THIS WE FIGHT FOR: tn end to the paper 
livrk jungle which keeps > ndio and tv spot 
from reaching their true potential as ad media. 




lO-SECOND SPOTS 

Buster: Tag line of a parody song 
on The Untouchables sung on a re- 
cent Canadian Broadcasting tv show: 
"Elliot Ness has broken up 
That old gang of mine." 

Port in a storm: The WCAU, Phila- 
delphia, "Sky Derby," in which three 
of the station's d.j.'s took off in three 
hydrogen-filled balloons from Valley 
Forge Airport the other day, came to 
an abrupt halt a few hours later when 
an electrical storin forced them all to 
land. Most forced landing of all was 
that of morning man Ed Harvey who 
came down inside Graterford Peni- 
tentiary, badly shaking the warden 
who thought it was part of an elabo- 
rate prison break plan. 

Quote: From an address by Bryan 
Houston, president of Fletcher Rich- 
ards, Calkins & Holden before AFA — 
"Roy Whittier once told me that it 
took tw o people to write a really great 
ad — one to w rite it, and the other to 
hit him over the head when it was 
done before he ruined it by fiddling 
with it ... it would be eminently 
practical if some such policy could 
be adopted ... if we could vest au- 
thority to edit in no more than one 
knowledgeable advertising man and 
eliminate the troupe of midgets who 
crawl all over the creative product 
with their little red pencils and 
squeeze the life out of it before it can 
be born." 

Philosophy: From Hardwick's (KYI, 
Seattle) Almanac- — Going to a party 
with your wife is like going fishing 
with the game warden. 

More philosophy: From ABC's Don 
McNeill Breakfast Club — Nature is 
wonderful. A million years ago she 
didn't know we were going to wear 
spectacles — yet look at the way she 
placed our ears. 

Alibi: In North Carolina, a robbery 
suspect told police he was watching 
the Arthur Murray Party at the time 
the crime was perpetrated, was con- 
victed when it was proved that in his 
market the show was a delay telecast, 
came on the air an hour later. 

Intro: From start of a short speech 
at Crown Stations recent "Treasure 
Hunt" for N. \. C. timebuyers — "As 
Cleo said to Mark Anthony: 'I'm not 
prone to argue.' " 



sponsor • 4 JULY 1960 



Everywhere people are saying 



/ Lancaster-Harrisburg-York \ 

is one TV market when \ 
you use WGAL-TV 




FRENCH GOVERNMENT TOURIST OFFICE 



MULTI-CITY TV MARKET 




WGAL-TV 

is favored by viewers in Lancaster-Harrisburg-York, 
plus Gettysburg, Hanover, Lebanon, Chambersburg, 
Lewistown, Carlisle, Shamokin, Waynesboro, and many 
other communities. Profit-proved for advertisers, this 
multi-city market is important to your selling plans. 




WGAL-TV 

Lancaster, Pa. 
NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 

Representative: The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 




316,000 WATTS 



IT ALL ADDS U 



Summertime 
or any season . . . 

kTVu continues to 
deliver lower cost-per- 
thousand campaigns to 
Advertisers in the San 
Francisco Bay Area. 

Right now you can buy prime \ 
time availabilities (Minutes, 
twenties and ID's) in all time 
segments . . . and only KTVU 
offers PLAN RATES on spots in 
all time classifications. 



ADD IT ALL UP • • • 
AND YOU WILL BUY 




CHANNEL 



»an hrancisco • Oakland 

AN NAB CODE STATION . represented by H-R Television, Inc 




